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Rough Proofs 


In a recent column, Bill Corum, 
Rough Proofs’ favorite sports 
writer, seemed to think that 
Caesar ran the Holy Roman Em- 
pire. 

If you’re delving into history, 
Bill, better stick to the Kentucky 
Derby. 

~ VF ¥ 


“Whether you hawk cereal or 


coffee .’ says the American 
Magazine. 
There’s that word again. 


vvy 


“How to make a newspaper re- 
porter mad” is the title of a piece 
in Ketchum, MacLeod & Grove’s 
sprightly house organ. 

Best way is to give him a story 
and then claim you were mis- 
quoted. 

FF F 

Believe it or not, there’s a great 
advertising salesman who insists 
that never in his life has he taken 
a drink or bought one for a cus- 
tomer. 

7, * = 

Gladys the beautiful receptionist 
says she sees the Sugar Research 
Foundation is starting an adver- 
tising campaign and she hopes 
they have discovered where to 


find some. 
7 ¥ 


Liberty talks about its story on 


Airlines to Start 
New Safety Series 
in 164 Newspapers 


Magazine Campaign 
Will Begin in April; 
New Symbol Proposed 


New YorK—The Air Transport 
Association, which _ represents 
scheduled airlines, ended its ad- 
vertising sessions here last week 
and prepared to launch a vigorous 
campaign explaining to the public 
the scheduled lines’ safety record 
and plans for 1947. 

The campaign, through Erwin, 
Wasey & Co., broke last week in 
164 newspapers. Magazine copy 
will start in April in “six or eight” 
magazines, about the same num- 


ber as was used last year. 

The airlines took cognizance of 
recent crashes and of the growing | 
drumfire of competitive advertis- | 
ing from the railroads, and the} 
announcement of the campaign by | 
Harold Crary, vice-president of | 
United Airlines and chairman of | 


tabulation of agencies in the 


actual figures provided by 
minority of cases they are 
checked estimates. 


Giants of the Agency Business 


Next week ADVERTISING AGE will present here its third 
annual estimate of the billings of those agencies whose 
1946 business equalled or exceeded $10,000,000. A similar 


during 1946 will appear shortly. 


The agency billings figures presented annually by Ap- 
VERTISING AGE are not available elsewhere, since no figures 
on advertising agency volume are generally available. The 
figures presented by AA are in the majority of cases the 


$5,000,000-to-$10,000,000 class 


responsible executives; in a 
carefully checked and cross- 


‘Public ls a Jerk’ 
View Decried by 
'L. A. News’ Head 


Enormous Power and 
Responsibility Rests 
with Advertising 


San Francisco — Advertising 


New Investigation 
of Paper Supplies 
Planned by House 


WASHINGTON—A continuing Con- 
gressional 
supplies was in prospect last week 
,as Rep. Clarence Brown, influential 
‘Ohio Republican, moved to set up 
ja select committee to study the 
/possibility of building domestic 


ATA’s advertising committee,|must have an active, aggressive | production as well as imports from 


| 


noted that the campaign “will seek | conscience today that will ring a|Canada and other countries. 


_to educate the public to make a 
‘distinction of the accidents on|L. Smith, general manager and | (H. Res. 58) a five-man committee 


liberty bell for America, Robert 


ee ti sel : 
the N.AM. “and the little known | Scheduled airlines and Army and | executive vice president of the Los 


Mr. Weisenberger behind it.” | 
Admirers..who have seen his 


clippings resent that. - 
~~ F F 


A. C. Nielsen tells in words and 
pictures “The Story of the Lost 
Commercial.” 

This ought to intrigue experts 
on the whodunit like Tex Roden. 
+ ¥  ? 

“We realize emergencies will oc- | 
cur,” says Partridge & Anderson, | 
“but our cherished wish would be | 

fulfilled could they be avoided.” 

You’ll have to wait for next 
generation’s admen. 

. a Ae, i 

One way to see how big a big | 
shot really is is to watch his reac- | 
tion when the hotel tells him he’ll 
have to rough it in a single room | 
instead of the suite he had re- | 
served. 


.<* * | 
The spirit of rebellion against | 
formality is still strong in Ameri- | 
cans like the agency men who ad- | 
vertised for a copy chief and con- | 
iT 
tell us.” 
vvyY 

It seems the Boston & Maine 
objects to the air lines advertising 
tree meals for passengers when 
they are getting so many hand- 
ts from federal, state and city 
governments. 

TT VF 

The Creative Man thinks it’s fine 
that Saks Fifth Avenue had the 

irage to advertise a cosmetic 

n without promising a man 

h every tube. 

Yes, but will it sell? 
vvyY 


ymeone should issue a citation 
he radio comedian, if any, who 
week failed to use a gag per-| 
ing to the fact that Georgia) 
has two governors. 


Copy Cus. 


Navy, non-scheduled 
and private flying.” 


operations | 


! 
More Equipment, Employes 


Last year was a difficult year 
for airlines. Their first rush of 
conversion led to miserably 
snarled traffic conditions both) 
aloft and in airports, where trav- 


‘elers found reservations and tick- 
| eting 


chaotic. The equipment | 
ordered by the lines (Mr. Crary 
places the figure at $300,000,000) 


|and more trained employes will be 


available in 1947. 

As for the crashes, ATA says 
crisply that in 1946 scheduled air- 
lines flew twice as many planes 
with twice as many passengers as | 
in 1945, but with three fewer fa-. 
talities—75 out of 13,000,000. 

“The airlines propose,” Mr. | 
Crary said, “to point out that the, 
scheduled airlines in the U. S.| 
are so safe that a passenger would | 
have to travel 100,000,000 miles | 
by air and fiy continuously . 
for about 60 years before he 
would be involved in a fatal acci- 
dent, based on the record of the! 


ary.” 
It was thought likely that the} 
1947 campaign would be divided 
three ways: 

(Continued on Page 65) 


Campbell Soup 


Angeles Daily News, told members | 
|of the San Francisco and Los Ang- 
eles advertising clubs Wednesday | 


noon in a joint meeting at San 
Francisco’s Palace Hotel. 

Mr. Smith decried the attitude 
of a stunted minority in the pro- 
fession as represented by the head 


|of one agency he quoted as assert- 


ing: 

“...The public is a jerk. The 
public has bad judgment and 
worse taste and prefers to let 


someone else do its thinking, good 


,or bad. Approach it at a low men- 


tal level, pander to its cheaper 
nature, hammer away hard enough 
at what you want it to do and 
you'll get results. The public is 
largely and irrevocably stupid, 
emotional rather than rational, and 
a sucker for deception.” 
Wayward cynics who think “the 
public is a jerk” and that adver- 
(Continued on Page 71) 


Under the Brown resolution 


| would look into “all matters re- 
lated to the means by which ade- 
|quate supplies” of newsprint, 
| printing and wrapping paper, pa- 
| per products, paper pulp and pulp- 
wood “may be produced and 
secured.” 

A companion resolution (H. Res. 
159) allots $25,000 for the expenses 


authorized to sit in the United 
States, Alaska or Canada. 


Would Encourage Bigger Output 
Unlike the Boren committee, its 
| predecessor in the 79th Congress, 
|'the committee proposed by Rep. 
Brown would be an independent 
group, responsible directly to the 
House. The earlier committee, 
which expired with the old Con- 
gress, was a subcommittee of the 
|House interstate commerce com- 
|mittee, and had less standing. 
The committee would be _ in- 
(Continued on Page 70) 


Last Minute News Flashes 


Eversharp Ads to Hit $7,000,000 


New York — Eversharp, Inc., will spend $7,000,000 in advertising | wraren the 
ided, “If you think you’re him, | scheduled airlines during the past| this year, an increase of 15% 


, in radio, magazines and newspapers, | y,. 
|12 months, including this Janu-| in that order, for Eversharp pens and pencils and Schick razors and th 

blades. Biow Company is agency for all except the new Schick | ;, 
women’s razor, handled through J. 


M. Mathes, Inc. 


(1) a campaign pro- | Scandinavian Airlines Appoints Dorland 
New York — Scandinavian Air Lines System, which represents a | 
'confederation of three foreign airlines, has temporarily appointed | 
| Dorland International-Pettingell & Fenton to place its copy. 
| count was previously handled by John A. Cairns & Co. 


The ac- 


copy on front burner, Expands Campaign for Steelcraft Boats 


says ‘Creative Man,’ 
Ad-libbing i 12} 
Department Store Sales 
Editorials 
Getting Personal 16| 


Information for Advertisers 
In Washington 
Photographic Review 
Private Lines 

Rough Proofs ! 
Voice of the Advertiser 62 


West HAveEN, Conn. 


Churchward & Co. has released its 1947 cam- 


paign for Steelcraft boats, stepping up its insertions in boating busi- 
Page 45. Other features: ness papers from black-and-white pages to bleed color spreads. 


Within 60 days the company will expand into outdoor magazines and 


travel and recreational magazines. 


olive oil and 
completed. 


other specialties. 


Royal & de Guzman is the agency. 


57 

12, Importer Appoints McCann-Erickson 

New York — Merit House, Inc., 

| poration, has placed its account with McCann-Erickson. The com- 
| pany plans to import French goose liver, sardines, English sauces, 


division of Schenley Import Cor- 


Advertising plans have not been 


(Additional News Flashes on Page 71) 


investigation of paper > 


of the committee, which is to be) aie: 
| decisions 


| whether we are going to enjoy an 
‘era of economic prosperity, or 


Prices Drop, but 
No Breaks Near, 
Food Leaders Say 


Avoid Panic Sales, 
Wholesalers Warned; 
Good Demand Seen 


ATLANTIC CrITy — Food prices, 
'which have already begun to slip 
\from last October’s peak, prob- 
ably will continue downward and 
some losses will be sustained by 
|the nation’s food suppliers, but 
| wide-open market breaks are un- 
likely and won’t happen if the 
industry guards against panicky 
liquidations of inventories. 

That seemed to be the consensus 
of what more than 20,000 whole- 
‘sale grocers and canners heard 
from food industry leaders here 
last week in concurrent conven- 
tions of the National-American 
Wholesale Grocers Association and 
the National Canners Association. 

There was little doubt in any- 
body’s mind that the business is 


‘entering a crucial period, which 


speakers described variously as “a 
leveling off,” reconversion, “a 
shakedown” and ‘more than a 
dip but less than a depression.” 
No one could be certain, though, 
where the downward price spiral 
would stop or who would suffer 
the brunt of the losses. 

In this “year of decision,” said 
Francis L. Whitmarsh, president 
of the wholesale group, “standing 
as we are at the crossroads of 
public and business uncertainties, 
our own thinking and our own 
will determine 


plunge ourselves into a depres- 
sion which will mean tremendous 
financial reverses to all.” 


Sees No Market Crashes 


He foresaw no “wide-open mar- 
ket crashes” and found “no need 
for excited or preemptive action,” 
but cautioned the trade “not to be 
too hasty in making our decisions 
to take inventory losses until we 
are in possession of all the facts.” 
There is a real need for a thor- 
ough house cleaning in every or- 
ganization in preparation for the 
return of competitive merchandis- 
ing, he said. 
canners, Mr. 

president of 
ancis R. Leggett & Co., predicted 
at “heavy and badly balanced 
ventories” in distributors’ hands 


hitmarsh, who is 


| will not be heavy enough to ex- 
| ceed the demand from the con- 


Suming public by the time new 
crops reach the retail level. Food 
\demands will be larger, not 
|smaller, in 1947, he said 

He believes that if many dis- 
tributors will analyze their 


“frightening” inventories numer- 
ically rather than by dollar value, 
they will find that “in spite of 
so-called buyers’ strikes and buy- 
ers’ resistance to prices, supplies 
do not appear sufficient to meet 
demand.” 

Canners should be cautious in 
planning their 1947 packs, how- 
ever, Mr. Whitmarsh believes, be- 
cause distributors seeking to 
liquidate their inventories will be 
inclined “to buy mostly from hand 
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to mouth.” 

Opening up of. export controls 
coupled with a tremendous pent- 
up demand from foreign markets 
will tend to have a stabilizing 
effect on the domestic market, the 
canners were told. 

Mr. Whitmarsh decried ‘the un- 
fortunate newspaper publicity that 
is being given scattered price de- 
clines” as tending to cause con- 
fusion in the minds of retailers 
and consumers and create a fear 
that the bottom will drop out of 
the market. “This form of hysteria 
can readily cause us all to develop | 
a false depression,” he warned. 


6% More Consumers 


It was pointed out that in 1946) 
average consumption was up about | 
10 to 15% over the prewar figure, | 
and that as a result of increased | 
birth rates since 1940 there are | 
about 6% more consumers in the | 
U. S. today than there were seven | 
years ago. 

Edwin T. Gibson, vice-president 
of General Foods Corporation, pre- 
dicted a high level of economy for 


the food industry “for years to 
come” in addressing the National 
Preservers Association meeting in 
conjunction with the wholesalers’ 
convention. 


Competitive Years Ahead 


The boom psychology is fading 
and competitive years are ahead 
in which quality will again come 
first, he said; “careful manage- 
ment, cautious pricing and wise 


buying” can make the coming 
period ecne of declaration, or 
|“shakedown,” in which satisfac- 


tory readjustments may be made 
rather than a “bust.” 
But he warned that another 


|wave of strikes “could pull the 


whole economy down around our 
ears” and he called upon labor 
and management to cooperate in 
keeping prices down, production 
and consumption up. 

David F. Austin, vice-president 
of the United States Steel Corpo- 
ration, told the canners that their 
tin demands are in excess of the 
forecast production for the first 
six months of ’47 and necessitate 


the use of an allocation system 
to insure equitable distribution of 
cans. 

“When government restrictions 
on construction were lifted,” he 
reported, “ground was broken for 
a number of projects which when 
completed will add approximately 
1,000,000 tons to the present ca- 
pacity for tin mill products. 
Shortages of skilled labor com- 
bined with stoppages in the pro- 
duction of electrical and other 
equipment delayed the program 
to such an extent that the major 
portion of these facilities which 
the producers expected to have in 
operation during the latter part 
of 1946 is now scheduled for com- 
pletion during 1948. 


Won’t Meet Deadline 


“Unfortunately, considering the 
seasonal aspect of the demand, 


none of the increased production | 
stock to the consumers quickly. 


will be available during the first 
six months of 1947.” 

He estimated the total 1947 pro- 
duction of tin mill products at 
4,400,000 tons. 
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EVENING is the Time for Hucksters 


®@ Formula for selling merchandise: (1) take it to a market with the money 
to buy it: (2) present it at the right time of day. 


Indianapolis has a purchasing power 38% higher than the national 
average.* The money is here, so advertising in Indianapolis and the 33 


surrounding counties, thoroughly covered by The Indianapolis News, is 


aimed at a resultful market. 


But you've got to catch °em when they are ready to listen to you. That 


means evening, when the family is relaxed, receptive, responsive. No news- 


paper in Indiana exerts such sales influence . . . timed to interest the whole 


family ... as The News, with the largest daily circulation of any newspaper 
in Indiana’s history. That’s why The Great Hoosier Daily... ALONE... 
does the newspaper job! 


*Sales Management's 1946 Survey of Buying Power 
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The steel industry, he predicted, 
will have sufficient pig tin to coat 
the available black plate within 
the continued limitations on thick- 
ness of coating currently imposed 
by the government. 

Charles S. Bridges, vice-presi- 
dent of Libby, McNeill & Libby, 
Chicago, said in an interview be- 
tween convention sessions that he 
does not foresee a drop in current 
store prices of canned goods for 
at least six months. 

The present price levels prob- 
ably will hold until next sum- 
mer’s crops are processed, he said; 
after that prices will depend on 
labor conditions and costs of farm 
products. 


Inventories ‘Negligible’ 


Canners had a record pack in 
1946, he reported. ‘“Canners’ in- 
ventories are negligible,” he said. 
“Wholesalers are moving their 


The hysterical buying of war 
years is over, but the housewife 
is buying every day. I know we 
have increased costs for tin sugar 
boxes and cases, and for freight. | 
I cannot predict what our costs 
will be for raw products. Strikes 
in the coal or steel industry would | 
upset all estimates of costs.” 

A somewhat different outlook 
on prices was voiced by A. W. 
Zelomek, president of Interna- | 
tional Statistical Bureau, Inc., and | 
former economic adviser to WPB, 
who ventured these predictions in 
addressing the wholesale grocers: 

“Sometime within the next 12) 
months food prices will drop at| 
least 25% below today’s levels (or | 
at least 35% below the high of | 
last October), and manufactured 
food activity will decline by 15 to 
25%. The decline in processed 
food prices should be somewhat 
less than the 35% from the 1946 
high.” 

He said he is “optimistic about 
average activity in 1947,” which 
he believes will compare favor- 
ably with 1946, but “pessimistic 
about the trend of business later 
in the year. I expect more than 
a dip, but less than a depression.” 


Some Bankruptcies Ahead 


The decline from high to low 
for production 
prices will be from 20 to 30%, he 
estimated; the interval from high 
to low will be at least 12 months 
for production and more than that 
for wholesale prices. ‘‘Many losses 
and some bankruptcies” will re- 
sult, he fears, but “after the lows 
have been reached some time in 
1948, there will follow a period 
of at least 3 to 5 years during 
which business activity will re- 
main at high levels with only 
minor interruptions.” 

Patsy D’Agastino, president of 
the National Association of Retail 
Grocers, told the wholesalers they 
must forget the 18 to 20% mark- 
ups they got under OPA controls 
in order for retailers to offer goods 
at prices the public will pay. Cus- 
tomers are showing increasing 
selectivity, he said, with the re- 
sult that retailers are now asking 
what price and what brand before 
they buy merchandise. Buying co- 
operatives and consumer coopera- 
tives will be the result of failure 


by wholesalers and retailers to get 
together on new merchandising 
methods, he warned. 

Mr. D’Agastino sharply denied 
that all food prices are going to 
drop drastically and charged that 


| “a whispering campaign” is driv- 
| ing 


the market down. He ad- 
mitted some items were out of 
line, but claimed these represented 
only a small percentage of the 
total. 

Some specific figures on produc- 
tion cost increases were set forth 
by E. N. Richmond, president of 
Richmond - Chase Company, San 
Jose, Cal., in his “Canner’s Analy- 
sis of the Problem.” These in- 
cluded sugar, for products for 
which sugar is used, up 331/3% 


and wholesale | 


over the sugar cost for 1946 pro- 
duction; cans up about 144%; 
fiberboard containers up about 
12%, and labels up about 10%. 
“Labor will demand higher wages 
in major canning centers” and 
“the general forecast for raw 
products indicates lower values,” 
he said. 

Emil Rutz, president of Schuckl 
& Co., Sunnyvale, Cal., was elected 
president of NCA, succeeding Fred 
A. Stare, formerly president of 
Columbus Foods Corporation and 
now a Stokely-Van Camp execu- 
tive. Other officers named in- 
clude Howard T. Cumming, presi- 
dent of Curtice Brothers Company, 
first vice-president, and Alfred W. 
Eames, California Packing Cor- 
poration, second vice-president. 
Carlos E. Campbell and Frank E. 
Gorrell, both of Washington, D. C., 
were reelected secretary and treas- 
urer, respectively. 


Asks Constructive Labor Laws 


Mr. Rutz’s acceptance speech 
laid heavy stress on “the growing 
importance” of labor-management 
problems. In a later session the 
canners adopted a resolution de- 
nouncing “unnecessary labor dis- 
turbances” and calling for “fa pro- 
gram of constructive labor legis- 
lation to correct acknowledged 
abuses including jurisdictional 
strikes and secondary boycotts.” 

The NCA also urged the govern- 
ment to cease exports of tin plate 
in order to assure the nation’s 


|canners an adequate supply and 


called on Congress to continue 
price control and rationing of 
sugar beyond the March 31 ex- 
piration. 

Other resolutions asked state 
and local governments to remove 


any laws restricting the free flow 


of interstate commerce in _ the 
movement of food products, and 
asked state and federal govern- 
ments to initiate a farm and can- 
nery labor program for 1947 which 
would assure the necessary man- 
power for the harvesting of can- / 
ning crops and processing of 
canned foods. 

The association approved de- 
scriptive labeling terms selected 
by NCA’s committee on labeling 
and urged adoption of these uni- 
form terms by all canners, dis- 
tributors and other groups mer- 
chandising canned goods under 
their own labels. 


G-E Shifts Crossland 


Henry A. Crossland, first em- 
ployed by General Electric Com- 
pany in 1930 in the radio sales 
division, Bridgeport, Conn., has 
been appointed manager of sales 
of the specialty division of G-E’s 
electronics department. Mr. Cross- 
land has held various managerial! 
posts in G-E’s radio, tube and 
television sales, and since June, 
1945, has been assistant to the 
manager of the government divi- 
sion, in charge of the electronics 
|department’s Washington office. 


@ Please help avoid the 
hoarding or waste of 


“AT LEADING PAPER 
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"We have found the Institutional Field exceptionally 
interesting. Our study of this broad field has disclosed 
to us a market of virtually unlimited scope and possibili- 
ties . . . a market in which the pent-up demand for new 
and replacement materials and equipment has reached 


tremendous proportions. 


“As space buyer, my first and foremost interests are 
those of our clients. | consider it one of my prime func- 
tions, for example, to study and to analyze various mar- 


kets from the standpoint: of how well and how effec- 


“THESE ARE 


: * Hotels 

® Restaurants 

: * Hospitals 

* Railroad Systems 
e Air Lines 


Schools 
Colleges 


tions which make up the institutional field. 


CONSULT 
YOU; 


Industrial Cafeterias 


YMCAs, YWCAs 
Government Agencies 


i Each month INSTITUTIONS Magazine reaches the buying and 


senna GENCY 


ket appear below. 


+ 


nstitutiona: 


tively these markets can serve our clients’ purposes. 


"Close examination discloses that the immediate re- 
hotels, 
clubs and the many other types of institutions which 


quirements of hospitals, schools, restaurants, 
make up this field include every conceivable product 
necessary to the maintenance of large scale feeding 
and housing facilities. Exclusive of food products, it is 
our understanding that expenditures for replacements, 
remodelling and refurnishing in the institutional field will 


exceed ten billion dollars. In our opinion, this fact alone 


© Office Buildings 

© Clubs 

e Jobbers, Dealers 

e Other Public and 
Private Institutions 


DVERTISING A GENCY 
Recommends a Careful 


Consideration of 


Production — Bu py my Ot eee ae Time & Work | Sure Safety on Freight 
; 2 ior Quality in Bedmok 


STRIKE AT INSANITATION! 


16 Winners Get Individual Effort & | 


Contest Awards 
at pene 


- In National Drive 


Pictured at left is Mrs. Vera Muenzer, Space Buyer of Anderson, Davis & Platte, 
Inc., New York Advertising Agency whose comments on the Institutional Mar- 
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merits the careful consideration of every space buyer 


with accounts whose products have an application to 


this field." 


The foregoing analysis of the institutional market is by 
Mrs. Vera Muenzer, Space Buyer of Anderson, Davis & 
Platte, Inc. For further information consult your adver- 
tising agency or write to INSTITUTIONS Magazine, the 
only publication which reaches all segments of the In- 
stitutional Field . . . the one media which offers the 
most practical, most effective and most economical 


means of tapping this 10 Billion Dollar Market. 


cing Elevators 


Dre Geary. Page 


Pledged and Certitied for Sanitation 


Join 


specifying factors in the foregoing institu- 
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Greater Capacity 


and More Imports 
Will ‘Ease’ Paper 


Association Head Sees 
| ,000,000-Ton Gain 
to 20,000,000 Mark 


NEw YorkK—The “paper situa- 
tion,” which has plagued publish- 
ers since 1940, looked somewhat 
closer to solution last week, as 
estimates of total 1947 production 
climbed well above the 20,000,000- 
ton mark, a promise of 1,000,000 
tons over 1946. 

E. W. Tinker, executive secre- 
tary of American Paper and Pulp 
Association, made this prediction 
—“if demand justifies it’”—before 
the National Publishers Associa- 
tion convention here. 


In his prediction, Mr. Tinker 
followed the lines of a survey his 
association released last summer 
(AA, June 3) which showed that 
the capacity of the industry should 
reach 20,322,000 tons in 1946, of 
which 10,442,000 tons would be 


/paper grades, the remainder 
/paperboard. This prediction was 


ased on new capacity. 
Machinery Delayed 


Actually, the new capacity— 
like all industrial expansion—was 


delayed by machinery delivery | 


failures, but in the closing months 
of 1946 there were months when 
the industry produced at a 20,500,- 
000-ton rate, despite the tardy de- 
liveries. When the paper associa- 
tion released its study in June, the 


prediction of a million-ton in- 
crease is conservative. 

As Mr. Tinker’s speech empha- 
| sized, the bottleneck is pulp. In 
ithe pulp picture, European im- 
ports are a key factor; shipments 
in .1946 fell to 400,000 tons, only 
half of 1945’s imports. Mr. Tinker 
lays the blame for the decline on 
OPA’s handling of the problem, 
but since OPA is no longer active 


in the paper picture he expects | 


European imports to reach 700,000 
| tons this year. 


| 13,000,000 tons of wood pulp in 
1947, coming from the following 
| sources—Europe, 700,000; Canada, 


| 1,300,000, and the United States, | 


11,000,000. 
Paper Need Critical 


industry was operating at a 19,- | 


300,000-ton clip. 

The production capacity figures, 
association spokesmen said, in- 
dicated that the industry could be 
producing at a 22,000,000-ton rate 
in 1947, and that by the end of 
the year it might be considerably 
higher. Accordingly, Mr. Tinker’s 


These optimistic views, how- 


ever, are coupled with a desperate | 


worldwide shortage of paper and 
| paper materials. Mr. Tinker and 
|his counterpart in the Canadian 
| association, R. M. Fowler, empha- 


The paper association figures on | 


U. S. and Canada produced 77% | 


of the world supply of paper and 
paperboard. .. It means that 152,- 
000,000 people produced 77% of 
the world supply, leaving to the 
remaining 2 billion people less 
than 23% of the available total. I 
leave it to your imagination to 
determine what the world outlook 
is, so far as paper requirements 
are concerned, as the standards of 
living in countries outside of the 


North American continent in- 
crease.” 
Per capita consumption now 


stands at 317 pounds annually in 


the U. S., he noted, adding that 


|present trends 
sumption of 375 pounds by 1950. | 


mand for paper 


indicate a con- 


This indicates a continuing de- 


products. He 


_warned that the demand would 


‘not exist, however, “if the price | 


of paper and the price of prod- 
ucts dependent upon paper gain 


|general public recognition as a 


|family budget. 


material item of expense in the 


|sized the critical need for paper. ‘and labor must recognize this 


‘Said Mr. Tinker: 


“In 1946 the! fact. . .” 
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Advertising 
forms for the 
1947 Edition of the 
Latin American Con- 


struction Buyers 
Guide closes April 
Ist. 
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New Materials and Methods 
have changed the 


Construction Industry in 


Latin America 


They use aluminum for insulation . . 


. plywood with metal 


facing . . . they build roof structures on the ground and 
lift them in place with cranes... 


They're doing a hundred and one other things in the 
Southern American Republics that are very much different 


than what they used to do.. 


. They're using new mate- 


rials and methods almost everywhere in the construction 


industry ... 


Whose materials? Which method? What equipment? 


Well, intelligent importers and other key buyers in Latin 
America find out as much as they can about new mate- 
rials and methods before they decide what to buy... 
Thousands of them read INGENIERIA INTERNACIONAL 


CONSTRUCCION every month to keep up on the new 
developments in the construction fields . . . 


When you advertise in INGENIERIA INTERNACIONAL 
CONTRUCCION with a story that your prospects under- 
stand—told in terms of your prospect's own interest— 
you've got the best and least costly salesman working 


for you. 


BUSINESS PUBLISHERS INTERNATIONAL CORP. 
[ Affiliated with McGraw-Hill Publishing Co., Inc.] 


New York, Philadelphia, Boston, Cleveland, Chicago, St. Louis, Detroit, San Fran- 
cisco, Los Angeles, Atlanta, Washington, Buenos Aires, Mexico City, Rio de Janeiro 


Both management | 


Advertising Age, January 27, 1947 


In addition to the forecast in- 
crease in paper, association spokes- 
men were willing to estimate pri- 
vately that paper supply and de- 
mand will meet in the late sum- 
mer of ’47. The increased price ot 
paper, coupled with increased ca- 
pacity and consumer demands fo: 
durable goods, is believed likely to 
level the paper shortage. 


ANPA CALLS BOXCARS 
KEY FACTOR IN PAPER 


New YorkK — The American | 
Newspaper Publishers Association © 
| last week called attention to the | 
i empty boxcar situation, | 
which it says has led to lost cars } 
and missing newsprint shipments. [ 
| Heavy snows in Canada’s Mari- 
_time provinces and difficulties iy 
|the winter ports of St. John anc 
Halifax have complicated boxc.: 
movements; Canadian railways are 
having trouble in moving cars due 
to the heavy northbound traffic of 
coal. 

ANPA warned its members: 
“The empty boxcar situation is in 
|a critical stage and because of the 
inability of the Canadian lines to 
function normally, coupled with 
| the lack of assistance from their 
U. S. connections, the situation 
may deteriorate further. . . Warn- 
ings are repeated that newspaper 
publishers may consider curtail- 
| ing consumption to prolong exist- 
ing supplies to compensate for an 
irregular movement of their news- [ 
print supply from Canada.” 

The association also said: ‘Pub- ff 
|lishers experiencing difficulty in 
transit time, inability to locate f 
cars, etc., are requested to advise 
| the ANPA traffic department car 
/numbers, initials, point of ship- § 
,/ment and full routings. An effort 
| will be made to locate missing cars 
and expedite movement.” 


Gardner Shifts Ballard; 
Appoints Five Others 


Sam M. Ballard, executive vice-f 
president of Gardner Advertising f 
Company, in charge of the Mon- 
santo Chemical 
Company and 
New York Stock 
Exchange ac- 
counts, has been 
appointed head 
of the agency’s 
/eastern opera- 
tions and has. 
transferred his 
headquarters 
from St. Louis 
to the New York 
office (AA, Jan. 
Chics: “= 
tinue as a member of Gardne! 
'board of directors and executive 
committee. 

Peter Geist III, art director 
the Monsanto and Stock Exchangt 
accounts, has been  transferrec} 
\from St. Louis to the New York} 
|office. George B. Pampel an 
|W. H. Gerstenberger, both for- 
;merly in the St. Louis office, ha\ 
been appointed account managers 
in New York on the eastern d 
visions of Monsanto Chemic 
|Company and on the New Yor! 
|\Stock Exchange, respectively 
|Robert J. Hooper Jr. has bee! 
named production manager on ac- 
counts in the New York office an¢ 
| Paul W. Podgus has been added t 
| the creative staff. 


| Hallicrafters Mewes 


Hallicrafters Company, Chica: 
|has moved te its new plant 4 
| 4401 W. Fifth Ave. 


| 


a — 
Building SupplyNews, 


in CIRCULATION 


in ADVERTISIN 
in LEADERSHIP 
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home of UNITCAST CORPORATION 


...operating two of America’s largest and finest 


Se , 


For nearly thirty years Unitcastings have 
been furnished for an ever increasing 
number of industrial users. Equipped with 
the most modern machinery and a com- 
plete staff of thoroughly trained techni- 
cians for every phase of foundry operation, 
Unitcast has facilities to mass-produce 
thousands of the finest alloy or carbon 
steel castings, to suit any specification. 
These facts, together with continuous re- 
search and improvement, identify Unitcast 
Corporation’s two foundries as typical of 


Toledo's diversified industries. 


electric Steel foundries 


...and this is the TOLEDO BLADE 


Much of the strength and balance of the Toledo market is 
a result not only of the fine quality of its industrial output 
but also of the diversity of products of its 555 different 
industries...And much of the strength of The Blade lies in the 
completeness of appeal in its news, editorial and feature col- 
umns to the prosperous trading area, both within and beyond 


the city’s boundaries, which forms the great Toledo market. 


Write for “This is Toledo” booklet. 


EDO BLADE >| 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER AMERICAN NEWSPAPER ADVERTISING NETWORK 
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4 Crosley Execs 
Quit; Others May 
Go, Shouse Hints 


CINCINNATI — Resignations of 
four Crosley Broadcasting Com- 
pany officials were announced 
Monday by James D. Shouse, 
president. Those leaving Crosley 
are A. E. Scheffer, public rela- 
tions consultant for Station WLW 
here; Wilfred Guenther, manager 
of WLWA, Crosley FM station; 
Dick Hubbell, WLW television en- 
gineer and program producer, and 
William L. Barlow, public rela- 
tions director of Station WINS, 
New York. 

By terming the resignations part 
of a reorganization plan, 


Mr. | 


Shouse left open the possibility 
that further personnel changes at 
both WLW and WINS will occur. 

Mr. Shotse did not disclose the 
date of the resignations, nor name 
successors. Mr. Scheffer announced 
plans to serve full time on promo- 
tion of the annual Cincinnati Food 
Show and Mr. Hubbell will go to 
New York to work on foreign edi- 
tions of books he has written on 
television. Plans of Mr. Barlow 
and Mr. Guenther were not re- 
vealed. 


Reed Joins WCOP 


Fred Burton Reed, formerly 
with the Chicago Times; Standard 
Times, New Bedford, Mass., and 
Enterprise, Brockton, Mass., has 


of Station WCOP, Boston. 


10th AFA District 
Elects Dick Hale: 
Adds 2 New Clubs 


| Houston, Tex.—More than 200 
|admen and women from Texas, 
|Louisiana, Oklahoma, Arkansas 
and Kansas gathered here Jan. 16- 
(17 for the annual conference of 
‘the Tenth District, Advertising 
| Federation of America, welcomed 
|two newly-formed advertising 
clubs—in Austin and Amarillo, 


La., governor for the coming year, 
succeeding Gustav Brandborg, 
KVOO, Tulsa. 

Ira E. De Jernett, head of his 
own Dallas, Tex., agency, was 
elected first lieutenant governor 
of the district, and Rex L. Preis, 
commercial manager of KTSA, 
San Antonio, was named second 
lieutenant governor. 

A highlight of the meeting was 
an address by Ralph Nicholson, 
publisher of the New Orleans 
Item, who declared that “advertis- 
ing is the rich red blood of the 
American economic system,” and 
that every advertising man 
“should be as proud of his work 
as a surgeon, a lawyer, a college 


Tex.—to Tenth District ranks, and professor or a minister of the gos- 
been named sales representative |"amed Richard Hale, advertising | pel.” 


|director, the Times, Shreveport, 


Declaring that our political and 


dries 


a few things 


in back-yard 


Get a lot of yards together (and houses, 


too) and you have a settlement. Pick 
out the spot where more of the families 
live in individual homes and you have 
Philadelphia, third city of the U.S. 
Now that we have in mind the largest 
group-picture of home-bodies, it’s only 


natural to point out that people with 
full-sized homes are good spenders. In 
other words, Philadelphia is a leading 
market. Further, Philadelphia buyers, 
as a unit, are easy to get to — because 
they nearly all read one newspaper 
(4 out of 5 families read it daily). 


That newspaper is The Evening 
Bulletin, with the largest evening circu- 
lation in America. It’s the new spaper 
that goes home in Philadelphia, the 
city of homes. It’s therefore under- 
standably influential with the family 
purchasing agent. 


in Philadelphia—nearly everybody 


reads THE BULLETIN 
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|economic structure could not exist 
without advertising, Mr. Nichol- 
son also asserted that advertising 
is in a large sense a guarantee of 
a free press. “I think,” he said, 
“that it is more than a coincidence 
that the freest newspapers 
from government interference, 
anywhere in the world, and the 
most complete from the point of 
view of presentation of objective 
and comprehensive news, are to 
be found in the country where 
the newspapers publish the most 
advertising; and in the country 
where free economy has flourished 
most remarkably for the benefit of 
the majority of the people. These 
are integral parts of a political and 
economic system to be found only 
in this country.” 


Must Be Made Better 


Because advertising is so im- 
portant, it is vital that it be made 
better, Mr. Nicholson said. “If 
advertising needs to be cleaned 
up, we are the people that should 
do it,” he said, adding that honesty 
and inoffensiveness are the pri- 
mary foundations of good adver- 
tising—“and by honest I don’t 
mean partly honest or sufficiently 
honest to stay out of jail. I mean 
honest in fact and implications; 
honest in emphasis and inference.” 

On the whole, he said, adver- 
tising has done a good job in this 
respect, but “we must try to make 
/our best efforts of yesterday puny 
in comparison to what we can do 
tomorrow.” 

Elon Borton, president of the 
Advertising Federation of Amer- 
ica, told the district meeting of the 
plans of the national association 
and particularly emphasized the 
jnew kit of ads, radio programs 
|'and announcements, and _ other 
'material advertising advertising, 
| which has been developed for local 
| sponsorship by the AFA. In this 
| connection, Ira De Jernett of Dal- 
‘las played a 10-minute recording, 
|one of 12 which the Dallas club 

has developed and is airing with 
| the cooperation of the local Better 
Business Bureau. 
| The script, an informal discus- 
| sion between “business” and “con- 
| sumer,” was written and acted by 
| Mary Ford, Crook Advertising 
| Agency, and Bob Burke, McCarty 
|Company. Complete scripts are 

|being made available to other All 
| clubs through the AFA. quart 
| Principal luncheon speakers Mads. 
'were Billy B. Van, the “human strips 
relations” expert from New Eng- 
j}land, and Dr. Donald A. Laird, 
| psychologist. One complete after- 
|noon was devoted io a series of 
,eight panel sessions covering 
| various media and special inter- 
| ests. 


Grou 
a doz 


Agency Adds Accounts; 
Biggs, Downs Join Staff 


Schultz & Ritz Advertising 
Agency, Portland, Ore., has bee! 
appointed to handle the advertis- 
ing of P. L. Crooks & Co., manu 
|facturer of Mobilmill, a portable 
ilsawmill. Advertising has _ bee! 
scheduled in The Lumberman and 
|West Coast Lumberman,§ The 
agency also has been appointed by 
the Oregon chain of Papworth 
Meat Markets. Newspapers and 
radio will be used. 
| Gene Biggs and Lulu M. Dow 
j|have joined the agency as art di- 
rector and account executive, re- 
spectively. 


business news in the nation’s 
greatest industrial area 
— the Central West. 
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THAR SHE BLOWS!—Little Lulu goes 
back to single cartoons, ending her 
al strip antics, in 35 magazines this spring. 
so im- International Cellucotton, for Kleenex, 
‘e made pays the bill. Foote, Cone & Belding, 
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ng of the Ever since International Cellu- | 
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ized the [™ Lulu’s services in ’44, she has ap-| 
yrograms peared as protagonist in comic | 
id other strips in magazines and news- 
vertising, papers. She also features in Para- 
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acted by — Group. They will appear later in 
ivertising [J 4 dozen additional magazines. 
McCarty 
ripts are Supplant Larger Strips | 
to other All will be black-and-white, | 
quarter-page or one-third page| 
-eakers M§ads. These replace the two-color 
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. 
_zines now in two full columns. | one Kleenex.” 


The change means no reduction in) Cellucotton and its agency, the Post. ; 
the budget because the new series | Foote, Cone & Belding here, point ated the moppet, still does the|.. French Lick Springs 


calls for a greater number of in-/| with nothing but pride to Lulu’s | drawings for the Kleenex ads. French Lick, Ind., has placed its 


7 Buell, incidentally, 
on its | been among the top five ads in housewife in Malvern, Pa. 
| other Kleenex advertising. This readership by women. Starch’ has two sons. No daughters. 


|sertions yearly. 


| Cellucotton will continue 


|efforts. Since 1944 she has always| Mrs. 


includes the full-color Little Lulu | studies show Lulu comic strips to 
strips in Puck—the Comic Weekly have set record highs in women’s 
/and 15 additional newspapers, and readership. 


a half-page brand identification; Lulu had previously set an ex-|, Lever Brothers Ltd., 


slogan, “Lots of tissues but only | zine in 1934. For years the car- t 


toon was the best-read feature in| 7 dis 
Marge Buell, who cre-| 0 Koehl, Lan 


Lever to Expand Plant Monthly Changes Size 


Toronto, Your Own Home, New York, has 
: : ni : ‘ /has revealed plans to spend $7,- changed its page size to 8%x11% 
rising Mi = ." Psi — — ceptional record with the Post. | 990,000 on new soap and glycerine inches. Effective with the January 

ist. e latter features the She first appeared in the maga- factories and power plant facili- | issue, its page rate is $1,000 based 
ies in Toronto. 


ee 


Hotel, 


: |advertising with the Cleveland 

1S 4) office of Koehl, Landis & Landan. 

€/A newspaper campaign in 14 key 
cities has been scheduled. 


'on a 400,000 circulation guarantee. 


SOUTH YOUR BEST MARKET FOR 
Ventilating Fans & Equipment 


for HOME, OFFICE and INDUSTRIAL INSTALLATION 


Dec 


ie * _ 


we Re it Get? 
a ) 


Tue FACT that a tremendous volume 
of ventilating equipment is being sold in the South is not 
news to most manufacturers. Sales have been, and continue 
to be, far above other sections. Yet, the overall potential 
remains virtually untouched ! 


Charts to the right show you how the market has grown 
by leaps and bounds. How Southern gains in residential elec- 
tric customers and in electric output have out-distanced the 
nation. Approximately a million additional wired homes 
since 1942! 


There has been no let-up. Tremendous activity in home 
and industrial building still engulfs the South. Weigh in the 
important “ability-to-buy” factor (Southern per capita in- 
come more than doubled since 1940)—and you begin to get 
an idea why the Southern market is ripe and ready for 
intensive sales promotion. 


Go after the important Southern contacts—the electrical 
contractors, jobbers and distributors, as well as the dealers. 
You can do it economically, quickly and profitably with an 
advertising schedule in ELECTRICAL SOUTH. Its 11,000 
copies a month in 17 Southern states cover the contacts you 
need for selling the South. Write today. 


ELECTRICAL SOUTH « Grant Bldg., Atlanta 3, Ga. 
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ING ELECTRICAL MAR} 


Ye of Country's 
Gain 
3.5% 


? 
2 
i 
z 
z 


11.3% 


_§ 
<e*% _ _gtays HOTTER LONG 


GAIN IN 


249,025 


Middle Atlantic 


416,38) 


fost North Central 


WIRED HOMES 
4 YEAR PERIOD 1942-1945 
1942-1945 


163,554 


West North Central 


42.0% 
2.6% 
9.8% 
20.8% 
5.1% 
27.1% 


34.6% 


16.8% 


GAIN IN OUTPUT 
ELECTRIC LIGHT AND 
POWER INDUSTRY 


925,958 


GAIN IN MILLION 
KW HRS. 


> 
a“ 
ba 
. 
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370,696 


West 
SOUTH 

New Englend 
Middle Atlentic 
fest North Central 
West North Central 
West 

SOUTH 


TEXTILE INDUSTRIES 

SOUTHERN POWER & INDUSTRY 
SOUTHERN HARDWARE 

SOUTHERN AUTOMOTIVE JOURNAL 
ELECTRICAL SOUTH 

SOUTHERN BUILDING SUPPLIES 
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No Large-Small 
Business Fight, 
Says Sears Chief 


Cuicaco—The alleged conflict 
between big business and small 
business, carefully built up in 
some quarters, is a false issue, 
declared Theodore V. Houser, vice- 
president in charge of merchan- 
dise of Sears, Roebuck & Co., in 
addressing the Investment Ana- 
lysts’ Club here last week. 

Pointing out that large manu- 
facturers must rely on thousands 
of small dealers to get their goods 
to the public, Mr. Houser said 
that Sears depends upon between 
8,000 and 9,000 manufacturers as 
sources of supply. Many of them 
are small companies and receive 
constant help and advice in the 
design and manufacture of prod- 
ucts, for the purpose of improving 


quality and lowering price. Fi- 
nancial assistance is often given. 

Answering the suggestion that 
| big merchandisers like Sears profit 
|at the expense of their suppliers, 
|Mr. Houser quoted Julius Rosen- 
| wald, founder of the company, .as 
/having said, “There are lots of 
millionaires around the country 
| who made their money selling tuo 
| Sears below cost.” 


Suppliers Must Profit, Too 


“Sears wants its suppliers to 
'make a profit,” said Mr. Houser, 
| “because we are interested in per- 
/manent sources of supply. We ex- 
|pect their prices to cover not only 
| increases in the cost of materials 
land labor, but also to leave room 
for research for better methods 
|and materials and money with 
which to replace obsolete equip- 
'ment before it wears out. We are 
not interested in buying a par- 
| ticular item at the lowest possible 
price, but in working with the 
|manufacturer on a permanent 
| program for the production of bet- 


7 aed 


| ter, cheaper goods.” 

| He described the large engineer- 
|ing and research facilities main- 
|tained by the company for the 
| purpose of studying product de- 
velopment and working with sup- 
| pliers. As a result, he feels that 
small manufacturers particularly 
fore enabled both to produce and 
| market their products to better ad- 
| vantage than if selling exclusively 
to local distributors and dealers. 

Mr. Houser emphasized the fact 
that Sears tries to buy as much 
from each territory as it sells, and 
the rapid decentralization of in- 
dustry now going on, in terms of 
many more small plants in small 
towns all over the country, makes 
this possible. The South, for ex- 
ample, is rapidly industrializing, 
he said, and the company is buy- 
ing more southern manufactures 
than it is selling goods to southern 
consumers. 

The new Greensboro, N. C., mail 
order house announced some time 
ago by Sears will be in operation 
in May. This makes the eleventh 
|such establishment operated by 


|Sears. The mail order houses are 
also the jobbing plants from which 
Sears department stores and other 
retail establishments are supplied. 


Livingston Joins Orr 
as Research Executive 


Arthur P. Livingston has re- 
signed as vice-president in charge 
of research of Lennen & Mitchell, 
New York, to become vice-presi- 
dent of merchandising and re- 
search of Robert W. Orr & Asso- 
ciates, New York. 

Mr. Livingston was formerly 
merchandising director on all 
Procter & Gamble brands for 
Compton Advertising; had charge 
of merchandising and research for 
the Chicago office of Young & 
Rubicam; was research director for 
General Marketing Counselors, 
and was with the advertising de- 
partment of Franklin Simon & 
Co. 


Atlanta Agency Moves 

Liller, Neal & Battle, Atlanta, 
has moved from the Chamber of 
Commerce building to 810 Walter 
building, Atlanta 3. 


Behind Every IBM Electric Typewriter 


...9Ixteen Years 
of Proved 


All-Electric 
Performance 


The IBM Electric Typewriter is backed 
by 16 years of commercial production and 
use in businesses of all types. 


It has completely electric keyboard 
operation, including electric carriage re- 
turn, line spacing, shift key, back spacer, 
tabulator and space bar. These features 
enable the typist to produce more letters 
with less effort. 


IBM Electric Typewriters produce the 


ultimate in quantity and quality of carbon 
copies — with a feather-light touch. 


There is an IBM Electric Typewriter 
for every typing purpose: the Standard 
for regular correspondence; the Executive 
for letters with the distinguished appear- 


ance of fine printing; the 


Formswriter 


for bills and orders; the Hektowriter for 
reproduction work on a liquid duplicat- 
ing machine, and many others for partic- 


ular applications. 


ELECTRIC TYPEWRITERS 


ELECTRIC PUNCHED CARD ACCOUNTING MACHINES AND SERVICE BUREAU 
FACILITIES e PROOF MACHINES e TIME RECORDERS AND ELECTRIC TIME SYSTEMS 


International Business Machines Corporation, World Headquarters Bldg., 590 Madison Avenue, New York 22, N. Y. 
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Louis Cohn, Car 
Card Pioneer, Dies 


ATLANTIC Crry—Louis Cohn, 86, 
probably the last of the early pio- 
neers of transportation advertis- 
ing, died Jan. 20 in his home here. 

In 1882 Mr. Cohn sold adver- 
tising space in the horse drawn 
Grand St. trolleys of New York. 
Soon, under the firm name of Cohn 
Bros., Klee & Co., he controlled 
the advertising on the Manhattan 
Elevated Lines. Later this com- 
pany was consolidated with Ward, 
Gow & Co., which obtained the 
advertising franchise when the 
New York subway opened in 1904. 
Mr. Cohn was managing director 
of this company before his retire- 
ment in February, 1927. 


Glidden Official 
Dies Suddenly 


"“CLEVELAND—Richard W. Leven- 
hagen, 66, elected chairman of the 
executive committee of Glidden 
Company Jan. 16, died suddenly 
in his home the following day. 

Mr. Levenhagen joined the com- 
pany in 1921 as vice-president in 
charge of its paint and varnish 
division. Most of his 25 years with 
Glidden were served as director 
of the Durkee Famous Foods di- 
|vision. He was senior vice-presi- 
‘dent until his elevation Jan. 16 
as executive committee chairman. 

Mr. Levenhagen served a ful! 
quarter century with Sherwin- 
| Williams Company before joining 
|Glidden. He had been a vice- 
| President of Sherwin-Williams. 


_F. L. DUNSMOOR 


PITTSBURGH — Frank L. Duns- 
moor, 68, for 28 years an execu- [7 
tive of the foreign sales depart- [J 
|ment, H. J. Heinz Company, died 
\of a heart attack here Jan. 14. § 
|He retired from the Heinz com- \ 


|pany three weeks ago. 


JOHN F. YOUNG 
| York, Pa.—John F. Young, 81, +3 
| president of the Dispatch Publish- 7 
jing Company, publisher of the J 
York Dispatch, died Jan. 14 after 7 
'a brief illness. His son, D. Phillip 
Young, is general manager of the 
newspaper. 


LEWIS L. BRASTOW 
PLAINVILLE, CONN. — Lewis L. 
Brastow, 72, for 25 years sales 9 
manager of Turnbull Electric Mfg 
Company here, and since 19367 
editor of its monthly house organ, 7 
“Cheer,” died at his home Jan. 9 


ee = 
Apco Expands Campaign 

Apco Mfg. Company, Chicago, 
manufacturer of infants’ wear, has 
expanded its campaign with ad- 
vertisements scheduled in Good 
Housekeeping and Parents’ Maga- | 
zine, the infant care magazines 
Baby Talk, My Baby, Two to Siz 
and Your New Baby and retal| 
trade publications. William Hart} 
Adler, Inc., Chicago, is the agen 


Zweig Joins Roman 


Fred S. Zweig, formerly specia! 
representative of the Fred Wrig"! 
Company, publishers’ represent:- 
|tive, has joined Roman Advertis- 
|ing Company, St. Louis, to hanc'e 
| media and research. 


PARDON US 


Some New Customers 
Are Waiting For You" 


if your business is in somethiné 


to eat or drink ; 
. .. or something to wear, or )\ 
about anything. Here’s a mar< 
that really responds to the “inv’* 
tion to buy.” For the Negro lov® 
to his race press with confidenc 
and loyalty. Your advertising *" 
these papers can win the respo"* 
and regular patronage of this « »* 
lion dollar market. Get the facts °" 
some of the success stories built ©! 
advertising in this live field. D°° 
a letter or post card today to : 


Interstate United Newspapers, '" 
S45 FIFTH AVENUE, NEW YOR 
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ARIZONA AL SEZ: 


This Roger W. Babson hombre figgers thet prospects 
fer Phoenix next year are mighty purty. The feller 
predicts thet 1947 sales will equal those of 1946, and 
might even nudge ‘em up five percent. He sez thet 
livestock and crop growers will have a lot of dinero 
jinglin’ in their pockets in '47, and thet department 
store trade volume should exceed ‘46 levels, which were 
32 percent greater than the 1945 peaks. He also sez 
thet the resort fellers out here will do a land-office 
business th’ next 12 months. Doggone! What a gold- 
mine Phoenix will be fer mavericks with sumthin’ to sell! 


PHOENIX, ARIZONA 


IF IT 1S, MISTER, READ ON 
... AND ENJOY A BIG SURPRISE 


Sure, we have rodeos out here ... the finest in America! 
We have hell-for-leather ridin' cowboys and milling cattle, 
too... as well as cactus-studded deserts, gold mines, ghost 
towns, Indians, and all the other things that easterners 
fondly imagine to be symbolic of the West! 


We are also blessed with a sky-full of gorgeous scenery, 
healthful sunshine and bracing air... which attracts enough 
guests to swank Arizona hotels and resorts to make this 
state a top-ranking mecca for money-spending winter 
visitors! 


But, we have scads of cities and towns in Arizona, too... 
with 660,000 people to populate ‘em! Which may come 
somewhat as a shock to some of the boys who picture this 
market as a few frail communities set out in a lot of miles! 
And right here in Metropolitan Phoenix is massed more 
than one-third of Arizona's total population . . . making this 
thriving, teeming city the logical year ‘round spending spot r. 
for millions of shopping dollars. If you can deliver the 
goods, you can count on sales response from Phoenicians 
—if you employ the selling power of the two mediums that 
reach the most people in this major market... the Arizona 
Republic and Phoenix Gazette. 


These two newspapers will deliver your advertising mes- 
sage at one of the nations lowest morning-evening rates 
per thousand readers .. . and they'll cause dealer cash 
registers to work overtime ringing up the sales volume 
they'll create. 


Many a manufacturer, distributor and jobber have broad- 
ened their business acquaintanceships in Arizona by 
catching on to this significant fact. . . fast! 


REPRESENTED BY KELLY-SMITH COMPANY 


NEW YORK * CHICAGO ® SAN FRANCISCO ® DETROIT © ATLANTA ® PHILADELPHIA * BOSTON 
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he / = f he . 


an. WE ASKED You™® \|s there need of another woman’s magazine? 
= Kee oe F . 2 . 7” . P . = . 
You” meaning more than 100 leading agency and advertising executives. 


Reh ie 


you Samp: Yes — but it must be a highly specialized service book, focused to attract the exceptional young 
married woman. 


WE GAVE YOU TODAY'S WOMAN in November, 1945 — while we were still completing our editorial 
staff-— and the following July, we laid down a magazine very close to specifications. 


YOU HAD SPECIFIED: |) great fiction and illustrations — just to suit the exceptional young wife .. . 
2) special features — carefully selected to interest only young wives, definitely cut above average .. . 


3) service departments — specifically to help young married women .. . 


WE OFFERED ALL of these: |) stories by outstanding authors like Somerset Maugham; illustrations by \ 
top-ranking artists such as Ben Stahl... . 


2) plus articles by Clare Boothe Luce, and others, on subjects close to the hearts of young wives. . . 


3) ow more pages of service material than Ladies’ Home Journal, Woman’s Home Companion 
or MeCall’s. 


WHAT HAPPENED? TODAY'S WOMAN in its short life span is already delivering a substantial bonus 
over its 700,000 guarantee. 


aA feu delatls eee FROM 5.000 QUESTIONNAIRES, TABULATED BY ROSS FEDERAL 
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tdman’s atom: 


Young wives with young children are greater markets. 
(They must buy many products made exclusively for 
infants and children — in addition to being an excep- 
tionally lucrative market for products needed by the 


adults in the household.) 


Jdman s brtom: 


Married women control the buying of almost all con- 


Young wives are great markets. (They're raising families, 
forming buying habits, open to new ideas and they buy 
more of almost everything you sell—than their older sisters.) 


sumer tems. 
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oman ousekeeping ourna a ro , : 
75 per cent of the readers of TODAY’S WOMAN Median Age 28.3 years 38.0 years 37.2 years 29 per cent of the readers of TODAY'S WOMAN 
: : : r have children under five years old — this leads 


Woman’s Home | 
McCall's Companion 
37.5 years 37.7 years service magazines by fully 50 per cent! 


are married — the average for the other four the nearest competitor among the four other 


service magazines is 73 per cent. 


TODAY'S WOMAN, The Young Wives’ Service Magazine, 
gives you a unique opportunity to advertise to the exceptional 


young home maker at the lowest rates in the field. 
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MAN 
leads 
other 


Adnan s betom: 


Educated women know more, want more, buy more. 


Today’s 
Woman 


College ... 38.6 
High School 58.2 
Grade School 3.2 


The Other 


Four Service U.S. Women 


Magazines 15 yrs. & Over 


23.7 9.7 
61.8 42.2 
14.5 48.1 


- ddman'’s daeiom: 


Greater readership, lower ad cost. 


Each copy of TODAY’S WOMAN is read by 
2.34 persons — this leads the nearest compet- 
itor among the four other service magazines 


by almost 50 per cent! 


PODAYS WOMAN 


THE YOUNG WIVES’ SERVICE MAGAZINE 


“Wot Publications, Ine. 


J 


295 Madison Avenue. New York 17. N. Y. 


¥ orld’s Largest Publishers of Monthly Magazines 


blman 's dvtom: 


Money is the source of all business. 


Under $3,000 
$3,000 - $5,000 
$5,000 - Over 
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n the United States. Foreign 


Henry Ford Grabs the Ball 


Old Henry Ford never was one 
to run with the pack. Instead of 
playing a part in the game, he 
had an amazing proclivity for 
grabbing the ball away from his 
fellows and starting down some 
tantalizing road that he alone had 
picked out in the gathering murk. 
And his grandson, Henry Ford II, 
seems to have inherited this trait. 

Young Mr. Ford may be as fool- 
ish as old Mr. Ford has frequently 
been said to be, but for our money 
his aberrations come under the 
head of enlightened self-interest, 
and we'd like to see a similar sort 
of insanity engulf a good many 
more business leaders. His ex- 
planation for reducing prices on 
Ford cars seems to us like a primer 
in American economics—the sort 
of a, b, c stuff we all profess but 
too seldom practice. For instance: 

“This is our ‘down payment’ to- 
ward a continued high level of 
production and employment. We 
believe that the ‘shock treatment’ 
of prompt action is needed to halt 
the insane spiral of mounting costs 
and rising prices and to restore a 
sound base for the hopeful period 
of postwar production we are now 
entering. 

“The Ford Motor Company is in 
the mass production business. Mass 
production depends upon large 


markets. It will continue to suc- 
ceed only if it can produce more 
and more at lower and lower cost 
so that more and more people can 
buy. Large markets begin to dis- 


appear when prices rise. . . 
“The American economy now 
stands at a turning point. Mount- 


ing costs and rising prices have 
warranted caution and hesitancy. 
There is even general fear that 
this dangerous, un-American cycle 
cannot be corrected without an 
economic recession. We think this 
fear can be dispelled by common 
sense and action. And among free 
men that becomes an individual 
responsibility. 

“The Ford Motor Company 
therefore proposes to accept its 
losses since V-J Day as an item of 
the cost of a great and victorious 
war. We are closing our books on 
that phase of our production his- 
tory. We have decided that now 
is the time for us to make an in- 
vestment in the future. . 

‘“‘We hope, as we move forward, 
that we will be able to reduce 
prices further, and that we will 
not be forced to raise them again 
to compensate for cost increases.” 

Two questions seem pertinent: 

1. Does this make sense? 

2. Why doesn’t some one else 
do something about it? 


The Postal Rate Problem 


A more determined effort than 
ever will probably be made in this 
Congress to raise postal rates, par- 
ticularly on second and third class 
mail, which the Post Office De- 
partment account for very 
During 1945 the 
department claims to have lost 
$107,000,000 on second ciass rates 
and $23,000,000 on third class. 


Says 


large deficits. 


Users of second and third class 
have consistently refused to take 
these figures at face value, assert- 
ing that the bookkeeping opera- 
tions of the Post Office Depart- 
ment make it inevitable for first 
class mail to show a profit and for 
second and third class to bear the 
brunt of costs which should not 
properly be assigned to then 

However that mav be, it seems 
clear that the purpose and intent 
of the original Second Class Act, 
which set up “bargain rates” to en- 
courage the diffusion of informa- 
tion, will be largely vitiated if 
rates for these classes of mail are 
set so high as to discourage use of 


the mails by periodicals and 
others. Furthermore, establish- 
ment of high rates would undoubt- 
edly decrease the volume of busi- 
ness in this category sharply, and 
such a decrease would, in the 
opinion of most students of the 
problem, not only result in higher 
over-all costs for handling the re- 
maining volume of mail of all 
classes, but would act as a serious 
business deterrent and thus prob- 
reduce the volume of first 
class mail as well. 


ably 


Governmental services of all 
kinds the postal service is 
one of the oldest and most 
tant 
tions 


and 
impor- 
are set up to perform func- 
which the 

but very 


needed by 


their 


are 


people which, by 


nature, are too costly or too in- 


volved or too difficult for private 
individuals or corporations to op- 
erate. We don’t believe in waste 
or free rides, but postal rates 
should certainly be set with other 
considerations in mind beside the 


matter of a bookkeeping profit 
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—Lichty, Chicago Times 


"And 1946 saw great strides in medicine—our program, ‘Dr. Snodgrass Faces 
Life’, finally got a sponsor." 


_ 


Crime Pays 

By now everyone knows most 
of the essential data about Henry 
Morgan, including the fact that 
he is prone to insult his sponsor. 
Some heavy thought has gone into 
articles analyzing the effect of 
Morgan’s ribbing his meal ticket 
and advertising generally. But 
there’s something about Morgan’s 
irreverence and impudence which 
we find terrifically funny, and 
comes now this mailing piece: 


: 


764,305,106 % 


However, the last time we saw 
a Hooperating list, Morgan fol- 
lowed Crosby a lot closer on ABC 
than he did in listenership. 


Pin-ups 

In all languages, including the 
Scandinavian, the word pin-up or 
its equivalent appeared during the 
war. But in the land of the Mid- 
night Sun there is strange apathy 
to the semi-draped shape which 
forms such an extensive part of 
our culture. 

We have an interesting report 
from our Scandinavian scout, who 
says that the Swedish art critic 
Gothard Johanason calls pin-up 
girls in advertising ‘evil and im- 
proper,” and “incredibly ridicu- 
lous representations of human be- 
ings.” Mr. Johanason, an _ opti- 
mistic if naive fellow, says readers 
and passers-by will be more 
forcibly attracted to a face full of 
character than to a_ well-shaped 
body. 

Reklam-Nyheterna, a Swedish 
advertising journal, asked three 
authorities their opinion about this 
viewpoint. In part, their replies 
follow: 

Anders Beckman, commercial 
artist: the pin-up girl is 
disappearing . a weakness 
to use irrelevant sex appeal which 
detracts from ... the sales argu- 
ment. A skilled artist can make 
an anchovy paste tin or a thresh- 
ing-mill just attractive 
girl.” 

Mrs. Gerd Ribbing, a journalist 

Stockholm’s Dagens Nyheter, 


as aS a 


on 


likes pin-up girls, but thinks they 
should be related to the product 
they’re selling. 

Ragnar Fredrikson, a _ leading 
cosmetic advertiser: “They may 
be pleasing to look upon but their 
place is not in advertising. .. They 
do not appeal to the Swedish pub- 
lic—more stiff and reserved than 
the Americans. ie 

Well, so much for the sad plight 
of the classy chassis north of the 
Skaggerack. We don’t know Mr. 


WARNINC! 


THIS MAN IS AFTER CROSBY 


Look for him. Already he has slain thousands of radio 
listeners. It is known that he follows BING CROSBY every 
Wednesday night. Get to know his voice and characteristics. 

After Bing sings, tune in- ABC Network—Wed. nights 
...featuring Eversharp Schick Injector Razors and Blades. 


Beckman and we never expect to 
meet him, but we wish we had a 
dollar for every pin-up we didn’t 
see of anchovy paste-tins on sun- 
dry men o’war’s bulkheads. 

We can just imagine hearing 
some tough old bo’sun bellow ‘Get 
that unprintable picture offa the 
bulkhead. Ya never saw any 
threshing mills like that in real 
life anyhow.” 


Jottings 

When they put up the spectacu- 
lar electric sign for “The Razor’s 
Edge” on Times Square they left 
out the apostrophe, and it was 
nearly a week before some gram- 
marian in the industry noticed the 
omission. . . 

Or did you notice that on Dec. 
11 the home of Florence Halop in 
Jamaica, L. I., was robbed, the 
burglar making off with a fur coat 
and assorted jewelry and govern- 
ment bonds. Miss Halop is a mem- 
ber of the “Gang Busters” radio 
CASE. 2.3 

And on Arthur Godfrey’s WCBS 
program the other morning, fol- 
lowing aneat commercial for East- 


ern Airlines (Godfrey always 
manages to work Eddie Ricken- 
backer into the plug) he was 


crossed up by a platter turner who 
slipped in “Love on a Greyhound 


Bus”. . 

Headline of an ad in the Ar- 
kansas Gazette, Little Rock, of 
Jan. 19: 


ASTHMA SPASMS 
Liberal Supply Free 


Want some? 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any nations! 
advertiser or 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
Ill. 


No. 2747. Minnesota Newspapers. 

The Minnesota Editorial As- 
sociation has issued this 1947 rate 
and data book, which gives, along 
with a map of newspaper loca- 
tions, complete data on newspapers 
of the state, including country 
weeklies and dailies, Negro news- 
papers, metropolitan dailies, and 


foreign language and labor news- 


papers. The various services of 
the association are described. 


No. 2748. A Planned Public Rela- 
tions Program for America’s 
Retailers. 

This booklet, issued by Haire 
Publishing Company, contains a 
statement of the public relations 
problems of retailers and a de- 
tailed plan to meet them, written 
by Andrew J. Haire, president of 
the company. No single pattern, 
Mr. Haire says, is workable for al! 
stores, but he gives four points as 
a basic formula, and shows how 
retail management can adapt then 


ito the requirements of its own 
store. 
No. 2735. Wholesale Dry Goods 


Sales in the Pittsburgh Mar- 
ket. 


Pittsburgh’s wholesale dry goods 


area is mapped out in this folder, | 


advertising agency | 


oe TE 


issued by the Pittsburgh Post- | 


Gazette, along with a tabulation 
of market data including popula- 
tion, number of families, types of 
| Stores and annual sales. 


‘No. 2696. How Dealers and Ar- 
chitects Rate Consumer Maga- 
zines. 


This survey, made by the re-§ 


search division of Better Homes & 
Gardens, compares magazine rank- 
ings to show the trend in prefer- 
ences. In two sections, the first 
is a report of identical studies 


made in 1941 and 1946, broken 
down into separate reports for} 
dealers in paint, oil and glass,)) 


lumber, hardware, electrical sup 
plies, furniture and home fut 
nishings, as well as a picture o 
“all retailers.” Part two cove! 
a 13-year period, with a 1941-4 
study showing figures comparab 
to those of a 1933-37 study. Deal- 
ers were asked questions relati! 
to readership, editorial preferen 
and advertising preference, a! 
architects were asked the first t' 
questions. 


No. 2743. 


Miner. 


Reprinted from the Decem! 
issue of Coal Age is this study 
the coal industry, which starts «17 
with a tabulation of figures on ¢ § 
United Mine Workers, listi: § 
union action and results, and g 
on with reviews headed “How ‘| € 
Public Sees It,” “What the Mi: tT 


Coal and the C 


Thinks,” and “The Job Ahead 
Coal.” 
No. 2713. Grocers’ Route List 


The Toledo Blade’s new edit 
of its grocers’ route list carries 
route form, names and addre 
of all grocery stores in Toledo 
the 14 counties comprising the | ~ 
ledo ABC trading area—a tota! 
1,878 outlets. Stores are keyec © 
volume and affiliation. The dil - 
tory also shows food sales J 
county; a census tract map in ~ 
cating shopping areas, and P* 
sonnel and store data. 


/ 


no. — ennai 


eo Sh =m t 


pee 
hun 
“shi 
and 
the 


S 


b ord 


; sma 


Nasihibatamen se 


con. 
ner, 
and 
has 

mor 
mor 


Fix 
A 


Sisti 


» mer 


Mfg 
adv 
foul 
com 
pan: 
Hat 
Frec 
He 

man 
Equ 


; i : ia gas hae ary E ; : x sis a, cs > ; Pe a oe So ee oe. i q : ‘fs 
é f & 12 Advertising Age, January 27, 194 
oe awa | AIR OLIILALLOTE SS Bt 
or. Line She OTS. —a  & 
By 32) ny ah? , 4 ‘” Ae 
E a | 1oe. ie ie Xa aan | = 4 
q rae ae eee ¥ ‘i a. I. ie y, Sore Le ee N 
: ie ; mere i * Bs iF Sp % ~ | - ! on hy ee f, EE pr i 
Ft Is MAAS ee ee ee ke ee em ae oe ay 
_ ee ors Eee Se = on 
Ea 4! ¥ gig 
: . ~e SF ee i 
oy \VA Le PRY » SSS jj m™ 
3 7 ” AL soa! ; . Ries J Sy ‘) Q 
alle 1 af] Ree B24 oa aed, AS): 
SNe w ee pee oe WA 
ou eee: he aC ; ts ars. yy Sai 2 NusJ 
tay _ /, *; atk ~ C5 fs “ 6 ” et | 2 
i “wAK & a “% AY Ki LMI ae Ret I 
2 | Oe SOE TE rte MAM” J | 
= | Keone ee 6 Fo To. <u Bae hl f 
a } ae ~2 co " se ges td ok ) 
ae: | ee a, a este Tk! x 
Ss cad ees ae > on BY a i im 
“oe gio | eee SMe x — * co 
alk Nee Pes a ak\ Ra ereS 1-3 : 
ae" Pas Romer) SS * eee ™ , yu 
coer ee | ORES WA gs <a om 
i. | . PO eZ or 1 
a aaa x REX ris a Bes. LO . 10 
re | ee ey Sa - *Sag ; ‘Bae 
a a ras cena Ri Dat et ac amore ah i rs es ; a we 5, I, pe 5 # S pre 
a ES ve Nee fo (eis nin it ah ee | | : 
BS at 2? Bee 
& “Se ao aN fa Batt Cos A py: 
i> x ‘ ees 77 BS aed Ryé 
hitt 
. ee N 
I, PE ES 
7 a <r es ee 7. ae 
E - SAI hed fe. oe : 
a mz 
re ; 
ng ss 
a | 
UO al 
a | 
ea 5 
Fo 
a —_ 
Bi ee... 
pee ee 
Sea 
5 ee 
Ss 
; - ; ’ } 4 . 
7 ) — ee : 
>. an 3 - | OF 
ia ea Fin t 
7? se sets 
ee tive 
cp ber 
a et | 
ie. 
—_— ee \. 
2  - F | if <x) 
eign | 
SS 
SS a = 
iN EEOC 
bhi FP % 
Eas ia 
Peles t 
Ss 
A 
i . 
ee , 
( 
SP 
ee Pe 
7 | ee a 
ee PF ; 
re Oey vs ter, he ‘oes ¢ 4 . er” Un Oe as ee 3 oe = ee 5 ve "ae a Mee. ar “ a can is i “e is is ocagt 


fs may be 
‘om com - 
r throug) 
nationa| 
y agency | 
business 


VERTISING fF 


licago 11, 


wspapers. 
rial As- 
1947 rate 
yes, along 
per loca- 
-wspapers 


country 
sro News- 
ilies, and 
or News- 
rvices of 
“ibed. 


blic Rela- 
America’s 


by Haire 
ontains a 
relations 
nd a de- 
n, written 
esident of 
e pattern, 
ble for all 
points as 
rows how 
dapt them 
- its own 


ry Goods 
itrgh Mar- 


dry goods 
his folder, 


tabulation 
ig popula- 
s, types of 


s and Ar- 
mer Maga- 


yy the re- 
r Homes & 
zine rank- 
in prefer- 
;, the first 
‘al studies 
46, broken 
eports for 


and glass. § 
trical sup- § 
nome fur-@ 
picture of] 
wo covers @ 


a 1941-46 
-omparable 
udy. Dea'- 
ns relating 
preferen 
rence, al 

1e first ty 


the C 


Decem! 
is study 


h starts «1 


ures on | 
. Sess 
s, and g 
i “How 


the Mir -T 


Ahead 


ute List 
1ew edit 
t carries 
i addre 
Toledo 
ing the 
—a total 
re keyec 
The di! 


i sales J 


map ip 
and pt 


, 


' mand falls short of 


} order” 
' small one-room office and a staff 


} sistant 


a9 ceil; at 


}sets Administration office, 


dvertising Age, January 27, 1947 


tuthrauff & Ryan 
fNarks 35th Year | 


New YorK—Advertising, based | 
“simple advertising truths,” 
ll be a “potent force in crystal- 
lizing prosperous | 

economic trends| 
in the serious 
times ahead,” 
Frederick B.| 
Ryan, chairman 
of the board of 
Ruthrauff & 
Ryan, told 
agency employes 
Jan. 17 at a 35th 
anniversary cele- 
bration of the 
agency he helped 


F. B. Ryan 


suund in 1912. 

The advertising profession, 

iortly to be challenged by a 

eriod in which it faces the most 
serious test in its history, must be 
prepared to create demand for 
goods and services when such de- 
supply, Mr. 
Ryan warned. He advocated “hard- 
hitting, believable” copy. 

Mr. Ryan scored current attacks 
on advertising which, he said, has 
been made the “butt of facetious 
humor,” and told his staff it 
“should always take satisfaction 
and pride in their association with 
the advertising business.” 

Starting in 1912 as a 
advertising firm 


“mail 
with a 


consisting of Mr. Ryan, his part- 
ner, the late Wilbur B. Ruthrauff, 
and one other employe, the agency 
has grown to an organization with 
more than 500 employes serving 


more than 100 clients. 


Five Name Baum A.M. 


Arthur H. Baum, formerly as- 
advertising manager for 
men’s and boys’ wear of Reliance 


| Mfg. Company, has been appointed 


advertising manager of a group of 
four Chicago furniture _ stores, 
comprising City Furniture Com- 
pany, Howard Furniture Company, 
Hatton Furniture Company and 
Fred B. Snite Furniture Company. 
He will also serve as advertising 
manager of Crown Institutional 
Equipment Company, Chicago. 


Barber Forms Agency 
Earle S. Barber has resigned as 
acting deputy director of disposal 
in the Chicago regional War As- 
effec- 
tive Feb. 1, to form Earle S. Bar- 
ber & Associates, advertising, mar- 
‘et study and sales organization. 


trong men hit hard in 

clling or building good will 
specially if they're mighty 
\ulti creations. Signs, 
aques, trade-marks, stat- 
ettes and novelties that 
ack a wallop. 


M LTI PRODUCTS, INC, 
CHICAGO &, ILLINOIS 


stinghouse’ strong salesmen ap- 


© red even stronger, spurred onward 
“Tuff Guy" contest awards. 


Appoints Guirl 


George W. Guirl, formerly sales 
engineer of Hydraulic Machinery, 
Inc., has been appointed director 
of sales and advertising of Na- 
tional Hydraulic Company, De- 
troit. 


LaBour Joins WNEW 


Robert LaBour, formerly on the 
production staff of Batten, Barton, 


Joins Perfect Circle 


Henry McKee, formerly senior 
market analyst in the market re- 
search department of Firestone 
Tire & Rubber Company, has been 
appointed market research direc- 
tor of Perfect Circle Company, 
Hagerstown, Ind. 


| 
‘Names Twiss Agency 


Innis, Speiden & Co., New York, 


Durstine & Osborn, has joined Sta- | manufacturer of chemicals, gums 


tion WNEW, New York, to handle|and waxes, 


new shows and talent. 


has appointed the 


‘House of J. Hayden Twiss, New 


York, to handle its advertising. 
Business papers will be used. The 
agency will also handle advertis- 
ing of the company’s Larvacide 
division, using farm publications, 
newspapers and direct mail. 


Appoints Skinner Jr. 


James E. Skinner Jr., formerly 
in charge of advertising sales pro- 
motion of O’Mara & Ormsbee, 
newspaper’ representative, has 
joined the advertising promotion 
department of the New York 
World-Telegram. 
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LET photos SELL IT 


Genuine top quality glossy prints 
from either negative or picture. 
Post Card Size $22.00 per 1000 


Post Card Size 2.75 per 100 
8 x 10 Glossy, ea .055 in 1000 lots 
8 x 10 Glossy, ea .065 in 100 lots 


Write for prices on deluxe moun’ed blow- 
ups to 30 x 40 in. 


STICKLEY sevice 


SERVICE 
Dept. T-4, {1 S. Washington Street 
Binghamton, New York 


— 
- 


$7000.000 DAILY 


AIN’T HAY!” 
ayo BILLIONAIRE 


BIDDY" 


Yet that’s the daily cash income of poultry 


farmers in these United States. Which is 


why the poultry farm market is well up on 


the list of so many leading national adver- 


tisers. If you want to 


“make hay” in this 


market too, now’s the time to get all the 


facts about Poultry Tribune — America’s 
leading specialized FARM MAGAZINE 
—read, remembered, and responded to 
by half a million of the nation’s 


high-income poultry farm families. 


You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash farm income from 
Poultry and Eggs was $2,577,000,000. 


(Source U.S.D.A.) 


500,000 Circulation 


Chicago: Peck and Billingslea 


Member: 

AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, IIL 
Representatives — New York: Billingslea and Ficke 
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KCOY Signed by ABC 


KCOY, 250-watt station of the 
News-Press Publishing Company, 


Santa Maria, Cal., joined the 
American Broadcasting Company 
Jan. 17, becoming ABC’s 236th 
affiliate. Another ABC affiliate, 
WBTM, Danville, Va., has re- 
ceived an FCC construction per- 
mit to boost its power from 250 


watts to 5,000 watts daytimes and 
1,000 watts nights. 


Heads WLIB Promotion 
Sam Elfert, formerly an account 

executive with Shirley Kay Asso- 

ciates, New York public relations 


counsel, has succeeded Fred 
Methot as publicity and promo- 
tion director of WLIB, the New 


York Post-owned radio station. 


: 

SIGHS OF LONG LIFE’ 
| FOR QUANTITY BUYERS 
| THE ARTKRAFT® SIGN CO. 
/ ivision oO 


Artkraft*® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


*Trodemorts Reg US Par OF . 


Ford, Chevrolet 
Price Ads Hit 


Postwar Peak 


Ford Dealer Copy 


Cuts Service Charges; 
‘Chevy’ Still Low 


(Picture on Page 69) 

Detroit — Ford and Chevrolet 
laid their price stories before the 
motoring public last week as Ford 
newspaper ads _ headlined price 
cuts and Chevrolet—in paid space, 
too—cracked back that it still has 
the lowest-priced car and lowest- 
priced line in its field. 

Ford Motor Company, following 
up announcement of its first price 
reduction in six years, reproduced 
a statement by Henry Ford II in 
newspaper copy which started to 


appear throughout the country 
Jan. 20. The company scheduled 
1,200-line ads in all cities of 100,- 
000 and over, with 800-line copy 
to run in all cities under 100,000. 

In addition, dealers in Michigan, 
Ohio, Indiana, Kentucky, Ten- 
nessee, Virginia and West Virginia 
planned special copy in both daily 
and weekly newspapers, support- 
ing the Ford price cut. Many, said 
Ford Company officials, intend to 
offer price slashes of their own on 
service charges. 


Chevrolet Still Lowest 


The immediate $15 to $50 cut in 
Ford prices brought the company’s 
lowest list price model down to 
$2 less than the comparable Chev- 
rolet, but the General Motors di- 
vision still boasts the lowest-priced 
car—the Stylemaster business 
coupe listed at $1,022. And Chev- 
rolet made much of the fact in its 
most competitive postwar copy to 
date. Other Ford medels are above 
current Chevrolet price levels, 
although some are now below 
Plymouth prices. 
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Boldly headlined “Chevrolet to- 
day! Lowest priced car and lowest- 
priced line in its field,” the GM 
init’s ad continued: ‘Yes, Chev- 
rolet prices start lower—and finish 
lower—than those of any other 
line of cars in the Chevrolet price 
range.” The copy stressed that 
Chevrolet offers “exceptionally 
low gas, oil and upkeep costs” and 
that it alone offers “big-car qual- 
ity at lowest cost.” 

While others in the industry 
kept officially silent about Ford’s 
surprise move, they admitted it is 
unlikely that the action will touch 
off a price war while production 
is far from volume levels, costs are 
high — and may go higher — and 
wage increases are still an un- 
settled issue. 


Warns of Higher Costs 


Mr. Ford, concluding his com- 
pany statement after calling at- 
tention to both inflation and de- 


pression dangers, said: ‘‘We hope, 
as we move forward, that we will 
be able to reduce prices further, 
and that we will not be forced to 
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raise them again to compensate foi 
cost increases.” 

Many businesses may not be 
able to follow suit in trimmin; 
prices, he said, “but we hope tha 
our suppliers, our employes, anc 
our other economic partners wil 
back, each to his own ability, ou 
attempt to return to the economi 
pattern which has helped to mak: 
America great—the principle tha 
higher wages and a higher stand 
ard of living for all depend upo: 
‘lower costs and lower price 
through increasingly efficient 
large-scale production.” 

Ford made a “modest profit” fo 
the last quarter of 1946, afte 
losing millions of dollars in post 
V-J Day production, and ‘we in- 
tend to continue to operate in the 
black,” Mr. Ford said. 


Dealers Okay Cuts 


Some Ford suppliers, the com 
pany declared, have pledged to 
hold the price line while at least 
one offered to cut prices. Dealers 
generally applauded the action, 
although they stand to lose 25% 
of the reductions. Lincoln and 
Mercury prices were not affected 

Ford, meanwhile, is turning to 
what is believed to be the first 
use of jingles in automotive ad- 
vertising, for its general publica- 
tion schedule, and is reviving the 
four-color comic section advertis- 
ing it discontinued last summer 
(AA, Jan. 20). 

The magazine copy, to run 
through March, plays up the fact 
that Ford offers two engine size: 
and is keyed in with the midwin- 
ter campaign on outdoor boards 
A hand with two fingers raised 
will present the pictorial version 
of the story on boards in every 
city with a population of 10,000 or 
more. 

The new four-color page maga- 


zine copy is a continuation of 
Ford’s policy of making its ads 
offer a more human and colorful 


appeal to prospective buyers of all 
ages. At the same time, the ads 
emphasize the advantages claimed 
for Ford products in a_ substan- 
tially different way from the more 
formal sales presentations of com- 
petitors. 

The magazine and farm _ pub- 
lication list for this series include 
American Legion Magazine, Cap 
per’s Farmer, Collier’s, Country 
Gentleman, Farm Journal, Holi- 
day. Life, Look, Newsweek, Th 
Saturday Evening Post, Successfu! 
Farming and Time. J. Walte 
Thompson Company is the agency 


Louisville Admen Elect 

Briant Sando, general sales d 
rector of the Courier-Journal Jo 
Printing Company, has bee 
elected president of the Advertis 
ing Club of Louisville. Other off 
cers elected are: William ‘1 
Owens, Girdler Corporation, vic 
president; Sue Ditto, Ditto-Hay: 
Mail Advertising Service, secr¢ 
tary, and Ralph L. Watters, Li 
coln Bank & Trust Compan 
treasurer. 


Joins RCA Ad Statf 


Walter L. Tillman, former a 
vertising manager and public 1 
lations director of the La Fran 
Sugar Company, Philadelphia a 
Havana, has joined the RCA V 
tor Home Instrument advertis! 
staff in Camden, N. J. 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


| MORNING & SUNDAY 


MORE THAN | 
500,000 SUNDAY, 
400,000 DAILY 
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WARNING: 


Your supplies of mjlk, beer and soft drinks will 

depend on bringing "lost" containers out of hiding 

and keeping them moving fast! Production of 
new containers is far short of demand. 


Advertising Age, January 27, 


Dairymen, brewers, a OWENS-ILLINOIS offers 
FREE Promotional Material | 
to help you! 


Now 


OWENS-ILLINOIS GLASS COMPANY - TOLEDO 1, OHIO 


SALES THREATENED — Owens-Illinois 
Glass Co., Toledo, in this two-color 
trade publication message, warns re- 
tailers that the current bottle shortage 
has reached ''a critical state." threat- 
ening future deliveries and sales unless 
‘lost’ containers are returned to dairy- 
men, brewers and soft drink bottlers. 


Owens-Illinois 
Ads Urge Return 
of Truant Bottles 


ToLEDO — Owens - Illinois Glass 
Company is sponsoring an inten- 
sive bottle roundup campaign, en- 
dorsed by the dairy, beer and soft 
drink industries, to bring 35,000,- 
000 truant bottles out of hiding in 
American homes, and back into 
circulation. 

Shortages of raw materials used 
in making glass, especially soda 
ash, have cut production of new 
containers, Owens-Illinois explains 
in trade publication copy. The 
current output, it says, “is far 
short of demand.” 

The trade ads offer free ‘‘“emer- 
gency round-up kits,” including 
one and two-column ad layouts in 
mat form, radio scripts and form 
letters to be used with retail and 
wholesale accounts, and suggested 
posters, bottle collars and form 
letters for use at the consumer 
level. 

J. Walter Thompson Company, 
New York, is the agency. 


Sutton to Borg-Warner 


Don Sutton, former newspaper 
syndicate editor and war corre- 
spondent, has been named public 
relations counselor for the Borg- 
Warner Corporation, Chicago, 
where he will direct its news 
bureau. 


Print it in 
the West | 


FOR WESTERN a: 


DISTRIBUTION 


% Los Angeles 


Flying us the copy, layouts, mats 
or plates saves tume and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 


on request 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


tn te ale i 


Koppers Promotes Parry 

Frances Parry has been ap- 
pointed editor of ‘‘Koppers News,” 
employe publication of Koppers 
Company, Pittsburgh. Miss Parry 
has served as associate editor 
since 1943. 


Ideal Names Metcalf 


Ideal Windlass Company, Paw- 
tucket, R. I., manufacturer of 
windlasses for boats, has ap- 
pointed George T. Metcalf Com- 
pany, Providence, as its agency. 


Now Virkotype Corp. 


Wood, Nathan & Virkus Com- 
pany, Racine, Wis., designer and 
builder of raised letter process 
machines, Virkotype compounds, 
and “X” Base inks, has changed 
its name to Virkotype Corporation. 


Gordon to Dunn-Fenwick 


Mary Lou Gordon, formerly 
copy chief of Lockwood-Shackel- 
ford, Los Angeles, has _ joined 
Dunn-Fenwick & Co., Los An- 
geles, as account executive. 


ae. 


Thorniley Joins JWT 


William Thorniley, formerly with 
the Puget Sound Black Ball Ferry 
Lines, has joined the Seattle of- 
fice of J. Walter Thompson Com- 
pany to handle the cooperative 
advertising of the Pacific North- 
west Ford dealers. 


Gets Railroad Account 


Knox Reeves Advertising, Min- 
neapolis, has been named _ to 
‘andle the advertising of Soo Line 
Railroad. 
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Moscarella Advanced 


A. W. Moscarella, business man- 
ager since 1938, has been ap- 
pointed assistant publisher of the 
Winnipeg Tribune. He has been 
associated with the paper for 28 
years. 


Names Gross Agency 
Fairbanks Tailoring Company, 
Chicago, manufacturer of made- 
to-measure men’s clothing, has 
named H. M. Gross Company, Chi- 
cago, to direct its advertising. 


A 
CHILTON 
PUBLICATION 


® 


DIOR Abt 


dea 


IN 1947 


‘MOTOR AGE 


OFFERS 


Leadership .. . Prestige . . . Popularity . . . among car dealers, 
independent automotive servicemen and jobbers. 


It now has a press run of 66,000 monthly . . . more than 64,000 
net paid circulation reaching approximately 24,000 car and truck 

* establishments, 35,000 independent servicemen, 4,000 
automotive jobbers. 


MOTOR AGE also has a subscription renewal percentage of 


73.35°%,—higher than that of any directly competitive publica- 


tion. 


It has been selected by automotive servicemen as their 


favorite business publication, and by leading manufacturers as 
the medium to carry their advertising to the automotive trade. 


MOTOR AGE is going places and taking with it the attention and 


respect of more than 64,000 men who should buy from you. 


FOR CAR DEALERS AND INDEPENDENT SERVICE STATIONS 


Chestnut & 56th Streets, Philadelphia 39, Pennsylvania 


Other Chilton AUTOMOTIVE PUBLICATIONS: Commercial Car Journal —Automotive and Aviation Industries—Chilton Automotive Buyer's Guide 
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Type Directors 
Urge Standardized 
‘Presentations’ 


New YorK—The Type Directors 
Club has established a continuing 
committee to obtain agreement 
from all type founders in support 
of a program calling for presenta- 
tion of new type faces in a stand- 
ardized form so that all buyers of 
printing can work from uniform 
specimens. 

The club passed a_ resolution 
pointing out that “there exists at 
the present time a disorganized 
collection of type specimen books, 
type merchandising presentations 


ST.<«53 as SE FP 


MISS OURIS'S MARKET 
Inde 


ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


and other data prepared at great 
eest by type founders and printers 
but not published in a convenient 
standardized form permitting or- 
derly usage.” 

Bernard Snyder, president of the 
American Typesetting Corporation, 
Chicago, outlined the plan. Frank 
Powers of J. Walter Thompson 
Company is president of the club. 


VanSant. Dugdale Ups 2 


VanSant, Dugdale & Co., Balti- 
more, has elected as _ vice-presi- 
dents Charles Murray Buchanan, 
account executive on Crosse & 
Blackwell, Fram _ Corporation, 
Anchor Post Products and Cannon 
Shoe Company, and Thomas F. C. 
Quinn, account executive on the 
Glenn L. Martin Company, Knop- 
pers Company and Martin-Parry 
Corporation. 


Appoints Insuil Jr. 
| Samuel Insull Jr., formerly 
vice-president of Central Barge 
Company, Chicago, has been ap- 
pointed assistant to James S. 
Knowlson, chairman of the board 
,and president of Stewart-Warner 
|! Corporation, Chicago. 


Boyle-Midway Moves 
Coast Copy to Bothwell 


Boyle-Midway, Inc., New York, 
division of American Home Prod- 
ucts, has shifted its West Coast 
advertising account from the Los 
Angeles office of J. Walter Thomp- 
son Company to the Hollywood 
branch of W. Earl Bothwell, Inc. 
The move completes a series of 
Boyle-Midway changes in which 


the Bothwell agency, which for- | 


merly handled about one-third of 
the total account, has been given 
the entire line except Old English 


Powdered Cleaner, handled by Al | 


Paul Lefton. 

The company’s 1947 advertising 
budget will run more than $1,- 
500,000, with expenditures divided 
“fairly evenly” between news- 
papers, radio and magazines. 


Two Join Haney Agency 
Paul A. Jackson, formerly with 
Watson Associates, Dallas, and 
Donald F. Lange, previously with 
J. Walter Thompson Company, 


New York, have joined Henry M. | 
Haney Advertising, Dallas, as gen- | 


eral associates and account repre- 
sentatives. The agency plans to 
open a Corpus Christi office. 


12 Years Aco (1935) 


THE STAR WEEKLY 


CIRCULATION 


300,000 


TODAY IT IS 


WITH PAPER SHORTAGE 
THE ONLY FACTOR 
HOLDING IT FROM CLIMBING 


Lack of paper is the only limit to 
circulation of The Star Weekly. 
An increase of 75,000 copies has 
been added in one week. One out 


of every three people in Canada 


read The Star Weekly 


ding time on Sunday 


WAS 


Me STAR WEEKLY 


PUBLISHED AT 80 KING 


U.S. REPRESENTATIVES: WARD-GRIFFITH COMPANY INC. 


WNEW YORK . CHICAGO . 


DETROIT . 


BOSTON . ATLANTA . 


SAN FRANCISCO SALT LAKE CITY 
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Henry Frankel, chairman, Fred P. Fries, v.p., treas. and gen’l 
merchandise mgr., and Carl F. Gerhardt, basement merchandise 
mgr., have retired from active participation in Younker’s dep’t 
store, Des Moines... 

The New York Post had a “Close-up” on Al Paul Lefton’s v.p., 
Robert J. Misch, on Jan. 6, in which Misch’s extracurricular activi- 
ties were listed, including ‘“‘At Daddy’s Office,” a children’s picture 
book recently published by Knopf; founding of the Wine & Food 
Society and writing a food column for Go; cook (on regular cook’s 
days off); director and executive committee member of Americans 
United for World Government; Philharmonic subscriber, and shop- 
per (even to selecting his wife’s hats). .. Goddard Lieberson, Co- 
lumbia Recording’s v.p. in charge of masterworks artists and reper- 
toire, has written his first novel, “Three for Bedroom C” published 
by Doubleday & Co., 
dealing satirically with 
the romance of a chem- 
istry professor anda 
movie actress who meet 
on a_ Hollywood - bound 
train... 

The ‘“President’s Cup” 
of the Interstate Adver- 
tising Managers’ Associa- 
tion, for excellence in 
copy preparation, recently 
was awarded by retiring 
Pres. George R. Stewart, 
Observer, Washington, 
Pa., to Robert I. Mce- 
Cracken, ad mgr. of the 
Times-Herald, Norris- 
town, Pa. The prize-win- 
ning layout, said Mc- 
cracken, was the work of 
Frank Bishop, a member 
of his staff. . . 

At a banquet at New 
York’s Ritz-Carlton Jan. 
15, Walter H. Rich, pres. 
of Rich’s department 
store, Atlanta, received 
the annual Tobe award 
for distinguished service 
to American retailing. 


AFTER THE CEREMONY—Don C. Bryan, left, 
president of Dr. Pepper Co., Dallas, and D. A. 
Hulcy, president of the Dallas Chamber of 
Commerce, enjoy a talk and a drink of the 
Bryan product following citation of the com- 
pany by the chamber "in recognition of out- 
standing important contributions to the growth 
and improvement of the free enterprise sys- 
tem." The award held by Mr. Bryan was 
Dorothy Shaver, pres. Of presented at the dedication of the first com- 
Lord & Taylor, made the pleted unit of the company's new headquar- 
presentation. . Grove ters. 

Patterson, editor of the 

Toledo Blade, who recently returned from a survey of Japan, 
Korea, China and the Philippines, was guest speaker Jan. 16 at the 
79th annual meeting of the YMCA in Portland, Ore... 

Joseph M. Dealey, assistant publisher of the Dallas Morning 
News, was married Jan. 18 to Doris Carolyn Russell. His father, 
E. M. (Ted) Dealey, was best man... New pres. of the Indianapolis 
Manufacturers Representatives Ass’n is Paul Grimes, manager of 
general advertising of the Indianapolis News... . 

Milwaukeeans who are busy on plans for the 25th anniversary 
convention of the National Industrial Advertisers Association June 
15-18 include Harry Hoffman of the Hoffman & York agency, pro- 
grams; Walter Schultz, ad mgr. of Delta Mfg. Co., entertainment; 
Anthony Crossman and Ben Walberg, of Cramer-Krasselt, promo- 
tion, and T. Clayton Cheney, ad mgr., Milcor Steel Co., hotel reser- 
vations... 

Agencyman Elmer S. Horton, partner in Horton-Noyes, Provi- 
dence, was elected pres. of the Narragansett Council, Boy Scouts 
of America, at its 38th annual meeting Jan. 16. . . Leith Abbott, 
Northwest rep. of Foote, Cone & Belding, Portland, Ore., has been 
appointed a judge for the second year on the committee for the 
Paul Bunyan award, the prize given by the Seattle Chamber of 
Commerce for the most outstanding job of advertising in Seattle 
during the previous year. The winner will be announced next 
month... 

William F. R. Murrie, pres. of Hershey Chocolate Corp., Hershey, 
Pa., will retire March 24. In the future he will act as adviser and 
consultant for the company, with which he has been associated 
for more than 50 years, and will continue to serve on the board of 
the Hershey Nat’l Bank, Hershey Trust Co., and as a trustee of the 
Hershey Industrial School and the Hershey Foundation. . . 

Charles E. Devlin is the new managing director of the Douglas 
Fir Plywood Ass’n, trade organization for the 33-factory North- 
west plywood industry, a promotion he received “in recognition of 
his work as dir. of publicity for the past eight years.” Winston H. 
McCallum takes over publicity for the association, with headquar- 
ters in Tacoma, Wash... 

Three top execs of Nunn-Bush Shoe Co., Milwaukee, have de- 
cided to retire to give younger men in the organization a chance 
in the management. They are Henry L. Nunn, pres., A. W. Bush, 
v.p., and J. C. Johnson, sec’y. Messrs. Nunn and Bush helped found 
the company in 1912... 

Charlie Green, mg. dir. of the Advertising Club of New York 
will be honored at a members-only lunch Jan. 31 for his work i! 
equipment of the club’s temporary quarters necessitated by the fire 
last summer and the rebuilding of the clubhouse. . . 

Arthur G. Neitz, pioneer Seattle publishers’ representative. 
president of the newly organized Seattle Newspaper Representa- 
tives Ass'n, and Joseph C. Allison, Pacific Northwest mgr. for West- 
Holliday, is sec’y. . . 

George Abbot Morison, who began his career with Bucyrus-Eri« 
South Milwaukee, as a machinist’s apprentice in 1901, has retire 
as vice-chairman, continuing, however, as a member of the exec 
committee. Mr. and Mrs. Morison will make their home on the fam- 
ily farm in Peterborough, N. H., where Mr. Morison was born. 
And the chairman of Liquid Carbonic Corp., Chicago, W. K. McIn- 
tosh, has retired after 45 years’ service... 
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The Pathfinder PLAN 


for town-wide demonstration of mod- 
ern methods in store merchandising 


Originated by PATHFINDER as a service to the 17,000 small cities and towns where this magazine 


circulates and to manufacturers who seek a wider and more profitable market for their goods. 


I. began in Nampa, Idaho, last May. A second demon- 
stration of the PATHFINDER Plan took place in Bridge- 
ton, New Jersey, in October. Now a third is under way 
in Stroudsburg, Pennsylvania, and its twin city of East 
Stroudsburg. It will culminate in PATHFINDER Week 
from May 5th to 10th when thousands of visitors from 
surrounding country will have an opportunity to see 
nationally-branded merchandise displayed and sold by 
modern methods. 

Everyone cooperates in the PATHFINDER Plan. Cham- 
ber of Commerce, Civic Clubs, Merchants’ Associations, 
city officials. Retail merchants offer the facilities of their 
stores. More than 70 manufacturers or distributors of 
merchandise already are participating in the Strouds- 
burg demonstration. They recognize it as a unique 
laboratory for the study of selling techniques. Stores 
are being remodelled, window and interior displays 
planned, sales forces trained. 


STROUDSBURG—EAST STROUDSBURG 
Population 12,590 


A typical, alert and progressive small city com- 
munity, 90 miles from New York, the same distance 
from Philadelphia. It is the trading center for a 
prosperous farming and resort region. 


In its May 7th issue, PATHFINDER Magazine will 
publish a special 16 page Spring Merchandising section 
carrying the news and results of the PATHFINDER Plan. 
A large proportion of PATHFINDER’S more than a mil- 
lion circulation goes to the families of merchants and 
other business men of small cities and towns throughout 
the country. 

You are invited to witness the working of the PaTu- 
FINDER Plan in Stroudsburg. And if you would like 
further information, write to PATHFINDER, Sales De- 
velopment Dept., Washington Square, Phila. 5, Pa. 


GRAHAM PATTERSON, Publisher 
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Argentines Want 
More ‘Luxuries, 
Survey Discloses 


New YorK—Buenos Aires fam- 
ilies in almost every income 
bracket have money to spend for 
products beyond such essentials 
as food, clothing, shelter, fuel, 
transportation and utilities, the 
Export Advertising Association 
has found in “the first basic and 
fundamental study . . . ever made 
of any South American market.” 

The findings, to be issued by 
the association as 


“A Consumer 


Study of the Buenos Aires Mar- | of Mr. Mooney and his native in- 


ket” (196 pages: $250), will be | terviewers. 


summarized at a luncheon meeting Some 2.4% of the families in- 
at Hotel Roosevelt here Jan. 29. terviewed were in the A income 
The study was made by Harold | bracket, with 1,300 pesos or more 
D. Mooney in Buenos Aires last|monthly income (the exchange 
fall under the supervision of the/rate is four Argentine pesos for 
|association’s research committee, | one United States dollar). B in- 
|headed by G. Allen Reeder, Car-|come bracket families, with from 
| Stairs Distillers Corporation, and | 650 to 1,299 pesos income monthly, 
| with Everett R. Smith, Macfadden | were 11.9%; the C group, 420-649 
| Publications, as administrator. pesos, 17.9%; D group, 260-419 
It involved 2,030 interviews for | pesos, 40.7%, and the E group, 
the 900,000 families in Buenos} under 260 pesos monthly, 27.1%. 
Aires and suburbs. The size of the| All three of the upper income 
average family was found to be|8roups, the report will show, had 
4.1 people. a “substantial margin of discre- 
‘tionary or _ optional’ spending 
Meet No Obstacles |money beyond basic necessities, 
The Argentine government, Mr.|and even some families in the two 
Reeder told AA, placed no re-| lowest groups had such “sur- 
strictions whatever on the work pluses.” 


| had 


Although the average income of 
the A group, for example, was 
considerably higher than the 1,300 
pesos monthly level, its average 
expenditure for basic necessities 
was only 1,005 pesos. 


Many ‘Modern’ Families 


In their home facilities and 
product ownership, 
Aires families in some ways are 
as “modern” as Americans, but in 
other ways they are less “de- 
veloped.’ Ninety-nine per cent of 
the homes covered were wired for 
electricity (or about 8% more than 
running water) but only 
26.4% had gas. Only three-fifths 
had installed bathroom facilities 
and, due primarily to climate, 
only 4.3% central heating. In fact, 
72% had no heating facilities at 


When a woman shops 

up and down the aisles 

of her favorite market 
scanning with critical eye 
price and brand and quality— 
the things she buys 

are but portions of a plan 
coming bit by bit to life— 
for all the time, you see 


She has a picture 

of a mealtime triumph 

in her mind— 

a picture inspired by things 
she’s read or seen in her 
favorite women’s magazine — 
and as she shops 

she thinks how she herself 
can make that picture real! 


Guided by patient research 
month after month 

in the homes of readers, 
McCall's editors understand 
how to inspire 

the “mental pictures” that 
move advertising into action 
for the women 

in more than 3,500,000 homes. 


Advertising Age, January 27, 194 


ilies used coal; 43% primus stove: 


tricity, 


all. 


For cooking, 47% of the fam 
39% kerosene, and 23% charcoa 
'There were very few electri 
stoves. Buenos Aires families se! 
dom eat “out.” 

Despite the general use of elec 


tric washing machines. Refrigera- 
tion is essential in two-thirds c{ 
Buenos Aires homes, but only 3°; 
have mechanical refrigeration. 

On the other hand, two-thirds 
of the families (who apparent), 
make more clothes than they buy) 
have sewing machines. 


Limits on Products 


The use of American-made au- 
tomobiles and other products has 
been restricted by import limita- 
tions, high tariffs and shipping 
costs. 

In addition to ready-made cloth- 
ing, the study notes a big oppor- 
tunity in Buenos Aires for a wide 
diversity of American-made prod- 
ucts, ranging from canned foods 
and cameras to ready-to-eat 
cereals. The use of dentifrices 
there, however, is as high and of 
fountain pens nearly as high as in 
the United States. 

Daily newspapers reach 89.3% 
and magazines 66.8% of Buenos 
‘Aires families. Nearly 85% own 
radios and more than half (51.1% ) 
of the “radio families” have short- 
wave sets. 

Although prices rose in Argen- 
|tina, as throughout the rest of the 
'world, during the war, they did 
|so less than in some other coun- 
'tries. Rents have been largely 
|frozen. Argentina is said to have 
more “exchange,” both in dollars 
land sterling, than any other South 
| American country. 
| The study refuted certain im- 
pressions of many Americans 
| about these people. Their families 
'are not larger, on the average, 
|than ours—in fact 52% of the 


|families have only three or four | 


|members. And the Argentinians 
don’t sit in relative luxury with 
a flock of servants to wait on then 
More than 88% of Buenos Aire: 
families have no servants at 

One-third of them, 
own their homes. 


all 


Offers Retail Series 


Lever Brothers Company, Cam- 
distribute to 


will 
free 


bridge, Mass., 


store owners, of charge, 


16-page booklet, ‘‘Lever’s Speci: 7 
inex- 
pensive selling ideas—the first o! 


Service Plan,” containing 
a series. The booklet, which c 
Lever more than $10,000, contai 
suggestions by Raymond Loev 
Associates on window displays: 
J. Walter Thompson Company « 


newspaper and handbill advertis«- 


ments; by Russell E. Mainta 
head of the Maintain Store En: 
neering Service, on interior 
rangement, and 10 tested id 
contributed by grocers through: 
the country. 


| sagiensiidecuiaasai 


Joins Tracy-Locke 

| Seott Leonard, formerly w 
| Batten, Barton, Durstine & Osb« 
has been appointed account « 
ecutive of Tracy-Locke Compa 
Dallas. 
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| 
| 


Club Glass Cookware 


cot BEVERAGE MAKERS | 


Appoints Von Culin 


Ray Von Culin, eastern sales 
| manager, has been appointed sales | tember, 1945, of Electrical World, 
of Hartford Products |New York, has been named editor, 
| Corporation, with headquarters in succeeding Samuel B. Williams, 
| Chicago. 
| 


‘Names A. W. Lewin Co. 


| manager 


Baier & Ackerman, New bees 


Names Hill Editor 


Lee H. Hill, publisher since Sep- 


who has joined the lighting divi- 
sion of Sylvania Electric Products 
|as manager of customer relations 
| (AA, Jan. 13). 


Donohoe Joins ‘Parade’ 


Herbert J. Donohoe, formerly 
advertising director of the Dell 
Modern Group, has been named 
motion picture and toiletries ad- 
vertising specialist for Parade, 
New York. 


Appoints Rose A.M. 


Ford Thomas Rose has been ap- 
pointed advertising manager of 
Becton, Dickinson & Co., Ruther- 
ford, N. J., manufacturer of med- 
ical and surgical instruments. 


Joins Horton-Noyes 


Allan Rood, formerly branch 
manager in charge of operations 
in the New England area for Mc- 
Graw-Hill Publishing Company, 
has been appointed director of 
marketing of Horton-Noyes Com- 
pany, Providence. 


Gets Airline Account 

Seidel Advertising Agency, New 
York, has been named to handle 
the advertising of Marvel Airways, 
New York. 


ea : 
we Tn manufacturer of automatic gas- 
a ee ‘fired hot water heating aceinene, Lesser Agency Moves 
ah : |has named A. W. Lewin Company,| Gerald Lesser, Inc., New York 
wee = New York, to direct its advertis- | advertising agency, has moved to 
ne 4 |ing and sales promotion campaigns. | 680 Fifth Ave., New York. 
a “- 4 


NEW GLASS COOKWARE—This copy, | 

to appear in national magazines, boosts 

Club Aluminum Products Co.'s rede- 

signed line of Club glass cookware. 

Trade Development Corporation, Chi- 
cago, is the agency. 


Club Aluminum 
Offers Redesign 
in Glassware 


Cuicaco—Club glass cookware, 
first introduced in 1941 by Club 
Aluminum Products Company | 
when production of Club Alumi- 
num cookware was discontinued | 
as a national defense measure, will | 
move out of the “war baby” class 
with the debut of a redesigned and 
more extensive line of glass cook- 
ware utensils. 

With full-page, two-color copy 
in February issues of Better Homes 
& Gardens and Woman’s Home 
Companion, as well as in the 
March American Home, Club 
Aluminum will boost its new line 
designed by Dave Chapman, in-| 
dustrial designer. The announce- 
ment ads will be followed by two- 
color half pages in the same pub- 
lications. Trade Development Cor- 
poration handles the account. 

Club’s restyling program was | 
launched about two years ago and | 
the first of the new items to appear 
were three coffee makers, perco- | 
lator, vacuum and drip. Four ad- 
ditional items now being intro- 
duced include a whistling tea ket- 
tle, tea pot, covered sauce pan and 
double boiler. 

In addition to the magazine ad- 
vertising, Club Aluminum is send- 
ing broadsides to dealers as well 
as an assortment of newspaper 
mats for local use. 


BE SURE YOU ARE RIGHT 


before you 
“Shoot the works’’ 


Before you release — 
2 new grocery item, a new 
package, point of sale display, 
idvertising ‘“'slant'', or mer- 
handising campaign. 


Let us give you an actual check of 
consumer reaction in selected test 
markets. 


On the 10th of every month we 
w send you a report of retail 
sees for the preceding month. 
Wen the test is completed you 
w know, NOT GUESS—whether 
to proceed on a national basis or 
tc modify your plan. 
ell us what you want to do. 


Ve will find out whether it will 
pay ouf. 


Grocery de 


431B Dixie Terminal 
CINCINNATI 2 


USE 


122 East 42 Street, New York 17, N. Y. 


THE NEW 


PIC 
ADDS UP 


‘\¢ 


A STREET & SMITH PUBLICATION, 


\ 


THE MAGAZINE for YOUNG MEN 
\ 


BOUGHT BY 


‘rorvou im 


About 600,000 young fellows every month, 
according to the last ABC figures (of six 


months ago). 


YOUNG FELLOWS! 


The average PIC reader is 252 years old, 
because the new PIC is the magazine for 


young men. 


Nine out of every ten PIC readers is between 
18 and 35 -- other magazines' readers 
average at least 35, according to their own 


surveys. 


YOUNG FELLOWS WHO WANT EVERYTHING! 


For themselves, because 


ex-Service, and they need everything... 


For their homes, hecause almost half of i 
them are married or planning marriage, and x 
have new-family schemes. 


Their ideas aren't "set." They try out the 
PIC's young men's "tries" 
become their favorite buys, and turn into 


new things first. 


other men's stand-bys. 


YOUNG FELLOWS WHO'LL BUY WHAT YOU'RE SELLING! 

PIC's young men make good money and spend it. 
Almost 3/5 of those reporting their salaries 
said they earn between $35 and $65 a week! 


YOUNG FELLOWS WHO DEPEND ON PIC FOR COMMON-SENSE ABOUT 


Planning their futures 
more ) 


How to dress for success (ask for the figures 


« e compare!) 


Enjoying themselves (sports, hobbies, 


amusements ) 


Building and business (PIC again ‘way out 


front) 
Going places (PIC knows 
Good grooming for guys 


Man-sized homes of their own (PIC leads again) 


rac « « « FYOur Partnet 


16 ISSUES AFTER THE N 


ADVERTISING VOLUME HAD INCREASED 513% 


PIC as young 


About three times that many young fellows, 
according to indications. 
figures still have no ABC yardstick, 
however. We are sticking to facts. 


* in Selling Young Men 


"Total readership" 


most of them are 


YOUNG FELLOWS WHO WILL TRY ANYTHING! 7 


PIC starts things! 


(PIC helps so much 


their feet still itch) 
(PIC talks man-talk) 


EW PIC WAS BORN, ITS 


and alive as 25 
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Quaker Breaks 
Half-Price Sale 


Cuicaco—With 1,000-line news- 
paper ads in 50 cities, Quaker Oats 
Company is bidding for the atten- 
tion of price - resistant customers 
with a one-half price sale on its 
Puffed Wheat Sparkies and Puffed 
Rice Sparkies. 

In addition 
copy, the company 


to the newspaper 
is cutting in 


commercials for local retailers on 
its nationwide “Terry and the Pi- 
rates” broadcast over ABC (5-5:15 
p.m., Monday through Friday). 
Counter displays have been sent 
to retailers in cities where the sale 
is being offered. 

Sherman & Marquette is the 
agency. 


Miller Agency Moves 

Nathan H. Miller, Malden, 
Mass., has moved its offices to 120 
Boylston St., Boston. 


Joins Barnes & Reinecke 


Walter Stern, previously pack- 
age engineer of Sears, Roebuck & 
Co., has been appointed by Barnes 
& Reinecke, Chicago designer and 
engineer, to direct package design 
activities. 


Joins Upham Agency 

A. C. Tower, for six years be- 
fore wartime service in the Army 
with Blackett - Sample - Hummert, 
New York (now Dancer-Fitzger- 


ald-Sample), as a radio produc-| 


1 
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tion manager and radio continuity 
manager, has joined Philips Webb 
Upham & Co., New Haven, as an 
assistant in the production depart- 
ment. 


To Palm & Patterson 


Baer-American Window Com- 
pany, Cleveland, manufacturer of 
pivotal type windows, has named 
Palm & Patterson, Cleveland, to 
direct its advertising. Business 
papers in the building supply field 


/and women’s publications will be 


used. 


FOR PRODUCTS °/ 


Vy tM “ge we 
Uy lea 


Write 


for full particulars 


. phone or wire 


your own ideas or submit suggestions 
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ELECTRICAL 
DISPLAYS 


NEON 
PLASTIC 
GLASS 
woopD 
METAL 


And Our Famous Streamliner 


Our precision built, distinctively designed electric displays will bring 


from your consumers in increased sales effectiveness. Let's help you develop 


no obligation. 


OHIO ADVERTISING DISPLAY CO. 


1216 Jackson Street 


Cincinnati 10, Ohio 


“orchids” 


Hope, McGee Tiec 
for Top Hooper; 
Listening at Peak 


New YorkK—Radio listenin 
across the country, as tabulate 
by C. E. Hooper, Inc., hit a five 
year peak in “average sets-in- 
| use” early this year, according 1) 
ithe rating agency’s Jan. 15 Pro- 
|gram Hooperatings report, ii 
|which Bob Hope and Fibber Mc- 
Gee & Molly are tied at 30.2 for 
‘first place among evening pro- 
grams. 

Average sets-in-use for the first 
ihalf of January was 34.6, the 
| highest since Hooper began report- 
|ing 32-city (now 33-city) aver- 
|ages, except in the January and 
February reports following Pear! 
Harbor. The figure is up 2.5 from 
the previous report and up 1.8 
over a year ago. 

The average evening rating wa 
11.38, up 0.8 from the last report 
and up 1.0 over one year ago, 
while the average daytime rating 
was 5.0, up 0.2 from the previous 
report and up 0.3 from the same 
period last year. 


Sponsored Time is Down 


Sponsored-hour indices, how- 
ever, varied in comparison with 
previous totals. The evening in- 
dex was 7012, up from 70 on the 
previous report but down from 
7734 a year ago. The daytime in 
dex was 81, down from 8534 on 


the last report and down from 
91% one year ago. 
Hooper placed Hope over the 


McGees in 
evening 


listing the First 15 
shows’ because of his 
higher share-of-audience figure 
Jack Benny led the Dec. 30 list 
with a 27.5. 

The first 15 evening programs: 
Bob Hope . <a 


Fibber McGee & Molly... .otawe 
Jack Benny ey Wa i aces 20 
Charlie McCarthy ... ax re 


Red Skelton .. Serre ee 
gee) ee af wy LS 
Screen Guild Players. : 
Raagio THEAtGr ... 666405 e+ 2 eee 
Walter Winchell ; 
Amon WW AMG 5 )5.6 vex ee tk atk ee 
Mr. District Attorney. i » aed 
Bandwagon ; 21 
Duffy's Tavern 


from fourth in the last report t 
lead the top ten daytime programs 
with an 8.8 in the Jan. 15 tabula- 
tion. 

The top 10 daytime shows: 
When A Girl Marries 
Right to Happiness. 
Portia Faces Life.. 

Ma Perkins (CBS).. 
Breakfast in Hollywood 

(Kellogg) , ie 
Bterin EAA TAe 6s seed 
Young Widder Brown 
Our Gal, Sunday..... " 
Pepper Young’s Family 
Bre eee iis ke sons é 
Ma Perkins (NBC)... eer boat 

P.S.—Bing Crosby’s Philco sho" 
slipped from 17th to 26th place | 
the evening line-up, but actual] 
gained in rating, from 15.8 to 16 


Larson Agency Renamec 

Lloyd Larson Advertising, Ch 
cago, has changed its name 
Lloyd Larson & Associates. Jo! 
H. Stilwill, formerly continui 
director of Station WLS, Chicas 
has joined the Larson agency 
vice-president. 


@ Our new location, with triple the ! 
space, greatly improves the facilities 
our highly specialized clipping serv 
Manufacturers, agencies, associations 
publishers are using this service to c 
editorial publicity, to make research 
m.arket studies, to maintain compet 
advertising files and to develop 
prospects 
New Booklet No. 10 “How Business Us 
Clippings” tells the whole story 


BACON’S CLIPPING BUREA 
BUSINESS FARM GENERAL _ 
PAPERS W partes & GAZ! 
314 So. Federal St., Chicago 4 


BIGGER AND BETTERS: 
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Advertising Age, January 27, 1947 


7, 1947 
. of light. limited distribution in Northern 
Tiec | Universal Revects univers savertsing roam | Cilia, Oren, Waging To 
> will appear in 19 consumer maga- , L 2an | 
7 New Line, Adds zines throughout the year, and an see BeBe sa pa Reach 
ad l * Bl k will be supported by an intensive om Brey its activities. F | 
sak E ectric anket trade program featuring the. 
tansy New Britain, Conn. — Spear- cote 2 sulgy Sha aa that | Dhilco Promotes Four | 
one aded by advertisements in Farm ship. Rass = 
bulated | ppt Good Housekeeping and| Goold and Tierney is the Pai <A pic i S| 
a five Life, Landers, Frary & Clark will | @8€ncy. | to operations manager for the Chi- | 
sets-in- [ »romote a completely new line of er |cago territory; M. H. Abbott to| 
ge Sa Universal ranges, home laundry| Avoset Names McCann; gg Erm Mig gee. FM sary AGRICULTURAL TEACHERS 
rO- : : ; . erg, ‘ s > 
ort, in ee ee ee ee tnnes ana |~ sans Expansion - in the North division; and Bob EXTENSION LEADERS a 
ae Bic. mes. peg ae _— Avoset Company, San Francisco, | LaBaugh, to sales supervisor in Nese “ee ene pees mn 
30.2 for houseaees Sar : ._,| Which claims the first real cream | the South division. wey Cone 
Leading the new product list| product that can be kept indefi- a hs your best salesmen 
= ye- will be an electric blanket which | nitely without souring or separa- Setter FARM ; NG The men who read, re- 
R will go on the market next month, | tion (due to the discovery in 1938 To Meek & Thomas member, and respond to 
the first featuring a “Slumber Sentinel”|of a pre-bottling sterilization Bostwick Steel Lath Company, METHODS Better Farming Methods— 
1.6, the § temperature control so designed process), has appointed the San Niles, O., has placed its advertis- for 18 years their busi- 
report- [J that current cannot be turned on ——— office of McCann-Erick- ee sare =. wiTt grax Se mo price mane 
, . . ircu - 
Bogiot ae eric — ben Pr Raa Previously the company has had| used. Publishing Co., : RRIS, ILL. — — 
- pov notifies the user when the electric 
s-9 IFOM blanket current is off. 
up 1.8 To its eight-model line of Uni- | 
versal Speedlinger ranges, Uni-| 
ing wa versal will add a portable Bantam | . ——— 
t report electric range which will plug in| . 
ar ago, on any appliance circuit outlet. : : 
e rating Although only 22% inches wide, a . 
previous 14 inches deep and 42 inches high, be = 
he same it has an oven large enough to “ 
roast a 22-pound turkey, and two es 
wn units mounted on a steel frame are ae 
interchangeable for broiling or ee 
3, how- surface cooking. is 
on with P “s 
ning in- § Offers Two-Speed Washer 
0 on the § Another new product is the Uni- 
yn from versal Two-Speed washer—low 
time in- J speed for fine silks, rayons, wool- 
85%4 on F@% ens and curtains, and high speed | 
vn from f§ for heavy pieces such as sheets, | 
; pillow cases, shirts and overalls. | i 
over the ™ Either speed may be obtained by 
First 15 9% flicking a “Speedselector.” The 
of his my washer will feature also a new 
» figure. §} Universal-Lovell “super-safe” 
. 30 list 9 wringer with a Control-o-Roll fea- 


) ture that has a new patented pull 

rograms: §@ stop control of both wringer rolls. 

.30.2 —) In addition to the conventional re- 
+ ) lease bar, a light tug upon the 
“--- "5. 9] clothes will stop the rolls in- ll b . : [ [ 
ae 25.4 \@ stantly. To match the two-speed 
....24.9 @ washers will be a two-speed de- a USINMESS (A) OCU 
.: ’ §} luxe table top ironer, a standard . 

pa single speed ironer and a portable 
..22.) §@ ironer. 

224 © Other features of Universal’s 
new line will be an automatic 
toaster featuring a “Toast-Timer” 
which will allow the operator to 


“REP CHANCE? 


You may think of yourself as a “national” advertiser. 


eee 


But doesn’t every sale you make boil down to a personal transaction 


;’ moved look at the toast during the toast- between a local consumer and a local dealer? Multiply it 
report t ing process without interfering z : ; 
programs with the current, an automatic many times in many markets... and you have national business. 
5 tabula- “Coffeematic” percolator with a 

| dial which can be set for strong : . 
ws: i medium or mild coffee, and a _ But markets differ as people differ. No two are 


Beam-o-lite iron, to be introduced 
in April, which will weigh only 


likes In one “national” business studied recently by our 
2% pounds and feature a beam 5. the 


| - MAKES RETOUCHING A CINCH! 
( - 


—_ 


| va | 
| * | 
ileo sho. | 
1 place | | 
t actual! | | 
.8 to 16 | | 
namec §! 
sing, Ch | 
name | | 
tes. Jo! | / 
continul 
, Chicas | 
agency | 
i] 
——— : A PREPARED FRISKET PAPER 
E | always ready for instant use 
| E-Z Frisket comes to you prepared with 
. adhesive already on the back. You 
yo ver simply peel off the protective backing and 
ing serv ‘Cs ready for use. No mess . . . no rubber 
aia | cement. . no waiting . no guesswork. 
research \ Desk Roll: 24 in. x S yds. $3.00 
Bong _— Roll: 24 in. x 20 yds. ; . 10.00 
jusiness Us At your local dealer . a a 
. itt “ ent a ae _ we os = . i 
ssedhewtrend oF Cen epee Sam Le BUSINESS IS LOCAL” AD IN BACKGROUND IS ONE OF SERIES PUBLISHED BY BUREAU OF ADVERTISING, A.N.P.A. e 


: 
pure § | Anraur Brown « sro, ine. 
Neage a 67 West 44th St., New York 18,N.Y. 
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on 1 = Community Fund...................ecceeceeceeeeseees$ 88,000.00 
iil \ SETI COT TOPE TOPE TEETER CTT TCT Ce =— ti 


Illinois Veterans Services, Inc.................++ee+--- 25,000.00 
a ] CE IER ccc ccccccdcosenccsecsecesscccescios a 
cds GE MIDs 6 ove ccccdccceccedseccccaseccscesses. aaa 
aaa TOTAL of GO6TS1OTA was Gie~ § BOMB dccdcc sc cccccdecccescccescscssecss Qe 
, : , VORER Cemmtred Gree... ccccccscccccccscccccccccccce «© CD 
ety eet | Catholic Youth i eekhek ee bkdes 004deeeesee wee 
Charities, Inc., to the following Chicago Federation of Settlements and 
charitable and benevolent organiza- Neighborhood Centers.................+sseeeeee+++ 12,500.00 
| American Red Cross of Chicago................eee0005 8,880.00 
Boys’ Club Association of Chicago..................0.. 3,000.00 
I Salvation Army of Chicago..................00c ee eeee 1,300.00 
Sally Joy Brown Children’s Party Fund................ 389.77 
‘ CD GON os bes ccceswcsadecestencceoveses 200.00 
: 


tions thruout Chicagoland: 


1946 TOTAL.................$267,019.74 


@ A total of 97,380 football fans packed Soldiers’ Field on August 23 to witness the 13th annual Tribune-sponsored gridiron classic—the All-Star Football game. All seats were sold out at from $1.00 to $6.60 each 
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@ Some 21,000-plus fans 
jammed the Chicago Stadium 
March 8 to see the cream of 

amateur boxers from 28 states 
strive for top honors in the 
Golden Gloves Tournament of 
Champions. All seats were sold 
at from $1.20 to $3.60 each. 


These disbursements represent the 
net profits of the 1946 program of sports 
and other events sponsored by the 
Chicago Tribune in the public interest. 

These events are held primarily to 
provide wholesome competition for 


the youth of the community and the 


nation and to give maximum recre- 
ation to spectators at minimum cost. 

Ordering tickets for some of these 
attractions as far as a year in ad- 
vance, the public makes box office 
smashes of all of them on the strength 


of their appeal. 


While providing entertainment for 
the millions who have paid to attend 
them, these events since 1928 have 
produced more than $2,500,000.00 in 
profits which have benefited the un- 
derprivileged of all races and nation- 


alities thruout Chicagoland. 


WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE 


DECEMBER AVERAGE NET PAID TOTAL CIRCULATION: 
DAILY, OVER 1,040,000—SUNDAY, OVER 1,500,000 


@ Soldiers’ Field looked like this the night of August 17 when an audience of more than 95,000 celebrated the Chicago Music Festival's traditional match-lighting ceremony. All seats were sold at $1.25 each. 
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‘Esquire Movie 
Asks $3.4 Billion 
Advertising Total 


Urges Doubled Effort 
to Move $200 Billion 
"National Product' 


New YorkK—An immediate total 
annual advertising expenditure of 
$3.4 billion to move our gross na- 
tional product of $200 billion is 
advocated by Esquire’s new mar- 
keting film, “Where do we go from 
here?” 

The movie, which projects the 
marketing changes brought on by 
World War II, arrives at its figure 
for necessary promotional expen- 
ditures by multiplying the ex- 
penditure in 1940 ($1.7 billion) 
to move a gross national output 
of $100 billion, to 1946’s doubled 
gross national product. 

The film attempts to evaluate 
the probable changes in U. S. 
economy and social structure by 
recalling what: happened after 
World War I. After 1918, the 
country acquired, among others, 
the attached collar shirt, the wrist- 
watch and the cigaret—all classi- 
fied as major changes in economic- 
social structure; it also acquired 
woman suffrage, prohibition and, 
eventually, a major depression. 

World War II, vastly more costly 
in men and material, will have 
deeper, more fundamental effects, 
Esquire says, because it lasted 
longer and because its character- 
istic effects were felt by whole 
peoples, not just armies. World 
War II was a civilian’s war, and 
where World War I aftermaths 


e ACCURACY is the keynote of 
the Ranch Survey conducted by 
The CATTLEMAN Magazine. 


e This comprehensive ranch to 
ranch survey is authenticated with 
signed answers . . . showing in de- 
tail the needs and potential market 
of the BILLION DOLLAR ranch- 
ing industry covered by The CAT- 
TLEMAN Magazine. 


e Advertisers interested in know- 
ing how much of their merchandise 
can be sold in the BILLION DOL.- 
LAR RANCH MARKET ean get 
the key to their problem by a 
comparison of the facts set forth 
in this authentic survey . . . 
“RANCHMEN WANT TO BUY” 


sent complimentary upon 


request. 


(oi iz) FORT WORTH 2, TEXAS 
/ THE GREAT RANCH MARKET 


1109 BURK BURNETT BLDG. | 


lingered for 25 years, the imprint 
|of World War II will be felt 
much longer. 


Showed Double Promotion 


Accordingly, Esquire shows that 
advertising increased 400% be- 
tween 1919 and 1929, when the 
walls fell in. To stave off a simi- 
lar economic collapse, the pub- 
lication asks if business is willing 
to double its promotion, to spend 
if necessary $25 billion in pro- 
motion, just as it spent $25 billion 


for war. 

The job, as Esquire sees it: 

“We must plan to increase sales 
(50% to 100%. 
| “We must find permanent mar- 
kets for 36% more toilet goods, 
70% more clothing, 77% more 
transportation, 140% more auto- 
mobiles, 165% more radios, 200% 
more buildings and homes.” 

To utilize the vast industrial 
plants built for the war’s demands, 
Esquire thinks we need “hundreds 
of new industries,” and 5,000,000 


| 
| 


salesmen to move their products. 
The industrial potential devel- 
oped during the war hides a 
latent danger, Esquire explains, 
|saying that if proper demand is 
inot built to absorb the vast out- 
put, the economy will be split by 
vicious price wars. The end prod- 
uct would be closed plants, unem- 
ployment, bonus armies, bread- 
lines and depression, the magazine 
thinks, and it warns that “beaten 
paths are only for beaten men.” 
The story of the film’s prepara- 
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tion is one of thorough revision, 
assembly and cutting. John Shep- 
erd, of the magazine’s research 
division, had the job of shooting 
and editing the film, and the Gen- 
eral Electric research department 
produced it. In all, it saw seven 
complete revisions, and was two 
years in the making. 


G-E Unit Produces Film 


Parts of it were culled from 
armed forces films, others from 
the promotional movies of large 
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companies. To get some of the | vertisers what changes had taken Appoints Mitcheltree 


| = 
effects, Mr. Sheperd had to be|place in the young men’s market, R ll Mitchel ate M cCann Appoints 
ingenious; failing to catch the false|and what men in the service; ‘USS€ itcheltree, formerly a 


armistice of late 1945 with his | thought and were buying. ae aiaeme tee ee ae Three Directors 


cameras, he staged one. Esquire’s| As for its commercials, they | Lawrence Fertig & Co., has been 
Manhattan office was a turmoil,| aren’t there. There is no selling | appointed vice-president in charge 
with office workers chucking tissue | copy for Esquire in the film. |of plans and copy of Henry L. 
paper and bits of confetti out the | Davis Company, New York. 


window, recreating for the camera Bobbitt Joins Bennett —_——_—_—_ 
piry oo 1 sa gaa in’ fact only &/ sullen D. Bobbitt, formerly with Kuttner Ups McDonough cae Teen” tes ee willl 
Foote, Cone & Belding, Chicago, James McDonough, copy chief, | weCann for 17 years, 12 of them 


No newcomer to the film busi-|has joined Bennett Advertising. | has been appointed an account ex- |- ; J 
ness, Esquire produced a film rg pee Point, N. C., as account ex-/|ecutive of Kuttner & Kuttner, in Cleveland as vice-president and 


1942 which tried to show to ad-| ecutive. /manager of the agency’s local of- 


New York — McCann - Erickson 
/has elected three vice-presidents— 
|Roy M. Alderman, Julian L. Deane 
‘and Marion Harper Jr.—directors 
of the agency. 


| Chicago. 
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fice. Since his release from the 
armed forces he has been in the 
New York office as vice-president 
and a service group head, handling 
such accounts as American Gas 
Association, Revlon, National Cash 
Register, Canadian National Rail- 
ways and Manufacturers Trust 
Company. y 

Mr. Deane, vice-president and 
account executive for Standard Oil 
Company of New Jersey and af- 
filiated Esso Marketers, has been 
with the agency since 1934. Mr. 
Harper joined McCann as a trainee 
in February, 1939, was later trans- 
ferred to the research department, 
became successively manager of 
copy research and director of all 
research activities, and was ap- 
pointed a vice-president in April, 
1945. 


Oregon Adclub Elects 


Jack Matlack of J. J. Parker 
theaters has been reelected presi- 
dent of the Oregon Advertising 
Club, Portland. Millicent Smith 
res been named executive secre- 
ary. 


Nation’s Business 
hs MORE 


than any other 
business magazine! 


MORE presidents, 


general managers, board 
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MORE executive 


subscribers in every busi- 
ness classification— 
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FCC to Reopen 
Its Color Video 
Hearing in N.Y. 


New Yorx—The second round 
of the battle over the immediate 
licensing of commercial color tele- 
vision stations opens here Jan. 27 
at the Federal Courthouse with 
Columbia Broadcasting System 
and DuMont Laboratories, and 
possibly also Radio Corporation of 
America, prepared to demonstrate 
their respective brands of video 
for the Federal Communications 
Commission. 

The FCC, which opened hear- 
ings on color television last month 
in Washington (AA, Dec. 16, 
23), has called the hearings here 
chiefly to permit CBS, principal 
advocate of color video now, to 
demonstrate its semi-mechanical 
color television “for the record.” 

The commission, however, also 
invited other parties in the hear- 
ings to put on demonstrations and 
DuMont announced plans to show 


its black-and-white 
|RCA officials up to the first of 


'last week had not decided whether | 


|they would offer a demonstration. 


|RCA, which has an all-electronic | 


color television system in the 
works, is opposing the proposal to 
license stations now. 

DuMont and RCA _ spokesmen 
are expected to be the main cross- 
examiners of CBS during its dem- 
onstration. 

Following the sessions here, the 
FCC will resume hearings in 
Washington the week of Feb. 10. 


Neilson Forms Agency 


Gordon J. Neilson, formerly ad- 
vertising manager of National 
Truck Equipment Company, Wau- 


Basford Names Logan 


New York. 


George O. Logan, who before | 
serving in the Army as a captain | 
was with Western Electric Com- 
pany, has been named account ex- 
ecutive of G. M. Basford Company, 


television. Shanahan Goes National | 


Shanahan’s Ltd., Vancouver, 
|B. C., manufacturer of household 
cleaning products, is now mer- 
chandising them on a _ national 
basis, using Canadian newspapers 
in a new campaign. O’Brien Gour- 
lay, Ltd., Vancouver, handles the 
account. 


Mann Joins Hanly, Hicks 


Robert N. Mann, for nine years 
with Time, and for five years be- 
fore that with House Beautiful, 
has joined Hanly, Hicks & Mont- 
gomery, New York, as an execu- 
tive in the merchandising division. 


Clardy Sticks to Agency 


| Bert Clardy has resigned from 


kesha, Wis., has formed his own the advertising department of the 


agency, the Gordon Neilson Com- 
pany, at 200 Park Pl., Waukesha. 


| Dallas Times-Herald to give full 
| time to Advertising Associates, 
|Inec., Dallas, of which he is presi- 
| dent. 


Appoints Cragg 

| Austin G. Cragg, assistant man- 
ager, has been appointed acting 
manager of Aeronautical Engi- 
neering Review and Aeronautical 


i 
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MODERNIZED LINE—A new lettering style, redesigned Quaker Girl trade- 

mark, improved opening devices and recipes on the back panels mark the new 

Quaker sugar line (front), replacing the old package family (rear row) for 
Pennsylvania Sugar Co., Philadelphia. 


Engineering Catalog, official pub- 
lications of the Institute of 1N ew Sugar 
Aeronautical Sciences, New York. 


He succeeds Russell F. Rogers, P a ck a g es Sh own 


4 Goop market '§ ® 


There's anly ONE : 
Primary Market in 
Oregon...The Portland 


Retail Trading Zone“ 


The Portland Retail Trading Zone* is Oregon’s 
only major market. This trading zone, in area, is only 


8% of the size of the state of Oregon, 
(and Oregon is 114 times larger than all New England). 


Here is concentrated a 


population equal to 


62% of that of the state of Oregon; effective 


buying income equal to 66% ; retail sales 


equal to 59%. And, wholesalers in Portland roll up 71%** 


of the wholesale sales in the state. 


It’s a perfect set-up for advertising managers, sales 


managers, space buyers. Sales are concentrated 


in a prosperous, easily 


your salesmen, and by 


reached area—easily reached by 
your advertising in The Journal, 


the Portland daily newspaper that thoroughly 


covers this market. The Journal today, as it has 


been for years, is Portland’s favorite daily newspaper, 


offering advertisers the largest peace-time circulation 


in its history, both daily and Sunday. 


% As defined by A.B.C; 


%* * All figures from Sales Management 


Survey of Buying Power. 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, Chicago, Detroit, San Francisco. Los Angeles, Seattle 


ay 


AFTERNOON AND SUNDAY 
PORTLAND, OREGON 
Only Afternoon Newspaper in 
Oregon’s Only Metropolitan Market 


he JOURNAL 


who has retired. 
in Newspaper Ads 


_ PHILADELPHIA — Pennsylvania 
Sugar Company has adopted a 
new package design for all Quaker 
sugar containers, the first major 
packaging change since 1933, and 
in its first extensive advertising 
/since before the war is promoting 
the line with large-size newspape1 
ads. 
| Announcement copy is appear- 
‘ing in 24 newspapers throughout 
the Quaker sugar distribution area, 
including Pennsylvania, Virginia, 
| West Virginia, Ohio, western New 
York and southern New Jersey. 
' Distribution of sugar in the new 
containers has already been started 
in this territory. 

Major changes in the new pack- 
age include a new lettering style, 
‘a “face-lifting”’ of the Quaker Gir! 
|trademark, and improved opening 
‘devices. Size and shape of the 
/packages remain the same. Re- 
|cipes are featured on the back 
‘panel of the smaller consumer 
packages. The basic design will 
also be used for stationery, truck 
insignia and display advertising. 

The 1947 Quaker package was 
designed by Miss Lane Marohn, 
|design consultant to Nationa! 
|Sugar Refining Company, New 
‘York, of which Pennsylvania 
|Sugar is a subsidiary. She also 
| designed the new Jack Frost pack- 
|age line which National introduced 
last month. 


| . 

Toedtman Joins D’Arcy 

| James C. Toedtman has resigned 
'as director of publicity and jour- 
|nalism at Ohio Wesleyan Univer- 
|sity to join D’Arcy Advertising 
| Company, Cleveland. Mr. Toedt- 
|/man was formerly with General 
| Motors Corporation and Monsanto 
'Chemical Company, both in Day- 
|ton, in advertising, employe and 
public relations capacities. 


Bayonne The Peninsula of Industry 


7th largest city in New Jersey 
Best concentrated circulation in the stc'e 


4th largest city in diversified industry 


PLUS a permanent Naval base 


Bayonne cannot be sold from the outside 


THE BAYONNE TIMES 


NEW JERSEY 


Member BOGNER & MARTIN 
Metropolitan and 


Pacific Parade Groups 


Sales Representatives 


| NEW YORK CHICAGO 


ee 


pit = a a ‘ , er 5 Pm Sota . . ee ; paid i bee Re Sei 3 J 
_ BF id nade g ae Fin 7 eta - phe edhe om es BoE ca pee ut eek tLe ae baer TFs ean 
% ” & ; ae BY ea ‘ g 
ee 5, = CSC Ad 
TN ee es : _: B 
a 2 QUAKER ee 
i bi SUG; Rk 2 
| | QUAKER ee ne ) 
: : ; ee a St AMS % < se ome @] 
Reet pe OU ARE gee a ee 
: ie eae ie VAKER * Sicane ” 4 ee pes j ae “a 9 
at tue ot gt NMR in 
| Pee Se fa er 2S. 
“ SUGAR pn Pe Se gw ee, soc 
eat. are ae Bee: Retr, oe Biss Ce ws vg, pon Be i 3 es * 3 > 8 - 
Spiga AY | Y see snk eee GM , fice 
ee = oe ee ter 
a fom we 
| UBAKER | ef grc 
—— a “. agi : 4 
ConeSuge gt of 
. es 
; a —— ‘ 
2 , : ee ke ge ee m age 
flat 
a + pir 
ed c 
vigktn 
e a as : _ Opk 
ida inc 
to | 
val 
vir 
es pro 
ter! 
- ’ P ‘ 
r i tior 
: \ € 
cv =e 
LE Ww yon, , ia Sp & N mel 
£0 P 3 ‘ey o tior 
™ a A i = 
; fax a : 
oo. “@« wae, Hel 
‘eae Ww & ae Str 
en <a <_< Ly > “ae and 
es gales ® 4 » f Ne. . etic cy BS mit 
ead a ita Fi F re 4 Ai hy > . 
e \ fe ae iA, i er ‘ ah ae, 9 Dul 
ws Fs apie Ye m iis up- "aa DY for 
ae, fi a.” ~ 4 Oe 4 a? OO ; hou 
ME dn Sa ie ; — Ss h—lClC( UCU 
; as ay ‘¢ 5 SS, cue _ mal 
ere oe ee De, 4 ao rr Cit; 
obi ‘ %, y sis £ z Pop ys - % ; #9 : 4 Pes ds a % a FS . 
aun - eet Le 44 ~ me o4 f:, nt he 2 ; ber 
Me ; teh ¥ Lat ey fi, eg *% * Ss 
oC ‘the i ca fort 
Sime 534 Bi Caan ee a , ua Ae saa * -_ oan a Em 
oi i i hag Spal da “a . = Cor 
G ae Si ye a: they ty & 44 ee ? x rae : i * e 
pe ® P ay a et et at nS 4 
Baie i oe | Gr 
ee | irate ee and 
<— —— ££ kin: 
Kater ra “8 2 \ GO; 
Fes Sa eons q) tn Mag ~ pro 
OS v On tt > 
ee Fas Pagani nnn Bo % “iy Sa " tte, Fo: 
at oy Se or + Wine A 
f i) ee satan q a é " BS a : 
~ > ” oth? : ; ve v , % o ©, ¥ . 
ie Ay ; x tae : hint as 4 te * orr 
its: ae eS a “FG r* W. 
—_ ane Ve CG: R 
et ce ; ah i Me Bi aie i 4 ‘ - 4 Les ; Mc 
Page vo ie: faa ee Ad\ 
| Cie ne ie ; rites ae 
— — See Fo 
Ja Fo Aa 2 | wie \ . WV 
Boren is sil eo : Ge u * or 
pee = | Eas a ia é . ¥ See BoA Pes Se. te, hsdpa re Syn 
> Fon 3 aoe 4 Re nhs : Ou. | 
: | i om ~ Nev 
é a hee is a s a 3 ‘3 ee bo ene te > pa: PES. 
oa SO in 
ee oe oy .: fee > | ee a 
— ae ye 
? ie re ; hee MAS & oe iF hy: —F > > >> oe aan / 
Bee Bes eee $s} .s ? : ~~ Lee 
% hy ah NE =” BAYONNE.N. J. ng / 
E 2 ee ane Oe eam orem By ee | " 
. pre. ue ‘cam a: i t 2 ee SO Sed re: >, tt ath try of a ate A. ~~~ | 
wth _————— a eae Sy FE, 
eer Po. aC <3 ~ =e Be ——} ye == 
, rh ae Pet ates. Ano BEY E--- 4 
ii ee Coin We, mt gp ===, RY HE ” 
: a a ee, ores Fs Sry ei = = 
; j RL, i “SS a 
pe _ ce ; \ Re: ae a " BAYONNE Su 
Po 4 ‘4 . 4 4 Seg , a Po 
ee ord ‘ ee # Pe edt 
— is |. 
~ | Yo 
| ¥ a ee - 
las a 
; he . a 
Sayan Ek es | | 
errr ee 
saa Bi ; 7 2 
ot 4 oe it sate Sk ae "Ay j eS na : J - s if F ‘ Pp Par, : i) Sah SE ae . ! SI Wes ; . * « ; é : 


7, 1947 


trade- 
he new 
ow) for 


wn 


Ads 


sylvania 
ypted a 
Quaker 
t major 
33, and 
vertising 
omoting 
wspapel! 


appear- 
‘oughout 
ion aréa, 
Virginia, 
ern New 

Jersey. 
the new 
1 started 


w pack- 
ng style, 
iker Gir! 
opening 
> of the 
ne. Re- 
he back 
‘consumer 
sign will 
ry, truck 
rtising. 

‘age was 
Marohn, 
tional! 
iy, New 
isylvania 
She also 
ost pack- 
‘troduced 


ircy 

, resigned 
und jour- 
1. Univer- 
ivertising 
r. Toedt- 
_ Genera! 
Monsanto 
. in Day- 
lloye and 
Ss. 


Industry 

sey 

in the state 
d industry 
se 

n the outside 


TIMES 


ppresentatives 
CHICAGO 


ee 


Advertising Age, January 27, 1947 


Bowles Assists 
New Association 
of Consumers 


New YorKk—Former volunteers 
in the Office of Price Administra- 
tion have formed the National As- 
sociation of Consumers, with of- 
fices in Washington and New York. 
Former Price Administrator Ches- 
ter Bowles has acted as an ad- 
viser at preliminary meetings, but 
will take no official part in the 
group. 

The group has announced a goal 
of 10,000,000 members enrolled in 
a counter-pressure campaign 
against forces it charges have in- 
flated living costs to the detriment 
of living standards since the ex- 
piration of OPA controls. 

Short-term objectives include 
opposition to across-the-board rent 
increases by Congress and a fight 
to bring down prices and improve 
values of commodities through a 
virtual boycott of products of 
profiteering manufacturers. Long- 
term objectives are to secure crea- 
tion of a governmental agency 
(perhaps a department) to repre- 
sent consumers, similar to depart- 
ments representing labor, educa- 
tion, agriculture, etc., and to 
secure better recognition of con- 
sumers generally by business and 
government. 

The association’s officers include 
Helen Hall, director of the Henry 
Street Settlement of New York 
and formerly vice-chairman of 
OPA’s consumer advisory com- 
mittee, as chairman; Mrs. Dorothy 
Dulles Bourne of Washington and 
former Rep. Chase Going Wood- 


' house of Connecticut, vice-chair- 


man; Newbold Morris, New York 
City Planning Commission mem- 


> ber, treasurer; and Elizabeth Rohr, 


a 


former treasurer of the National 
Emergency Committee for Price 
Control, executive secretary. 


_ Groth to Byer & Bowman 


Wesley A. Groth, formerly sales 
and production manager of Wat- 
kins Printing Company, Columbus, 
O., has joined the Byer & Bowman 
Advertising Agency, Columbus, as 
production manager. 


Forms New Agency 


A new advertising agency, Mc- 
Guire Advertising Ltd., has been 
formed in Windsor, Ont., with 
W. A. McGuire as principal. Mr. 
McGuire was formerly with Walsh 
Advertising Company, Windsor. 


Forms Art Service 


William Symons, former New 
York art director, has opened the 
Symons Art Service at 17 E. 48th 
St. and a gallery at 38 E. 50th St., 
New York. 


Another 


LETTER 


Success! 


REPLY-O 


U.S. CAMERA says: 
"We use Reply-O Letters 


throughout our entire re- 
newal series starting each 
month before expiration. Re- 


sults are consistently good.” 


What Are 
Your Needs? 


Write to THE 


REPLY-0 PRODUCTS CO. 


a Wist 22nd Strest, New York 11 


Swann Joins Biow 
in Executive Post 


Erwin D. Swann, for two years 
a special consultant in advertising 
and publishing and formerly vice- 
president in 
charge of copy 
and art for Foote, 
Cone & Belding, 
has joined the 
Biow Company, 
New York, in a 
“major execu- 
tive” capacity. As 
a consultant, Mr. 
Swann last year 
made an exten- 
sive survey of 
advertising and 
marketing condi- 
tions in France and England. 

He was also at one time creative 
head of Dancer-Fitzgerald-Sample. 
He has created campaigns for such 


E. D. Swann 


companies as Cunard-White Star, 
Thomas Cook & Son, Schenley Dis- 
tillers, Campbell Soup, Sterling 
Drug, American Home Products 
and RCA Victor. 


Appoints Chamberlain 
Grant Chamberlain, previously 
executive vice-president and gen- 
eral manager of Abbott Kimball 
Company, has joined Venus 
Foundation Garment, Inc., Chi- 


cago, as assistant to the president, 
Gilbert C. Roston. 


To Wilhelm-Laughlin 

The Dallas division of Wilhelm- 
Laughlin-Wilson & Associates has 
been named to handle the adver- 
tising of United Advertising Cor- 


products. 


poration of Texas, outdoor poster | 
panel company, and Texlite, Inc., | 
manufacturer of porcelain enamel | 


OFFICES 


IN PITTSBURGH AND NEW YORK 


What 
the 
Well 


Dressed 


A big market tor Watson 
the y Ae 


“It don't have t vs 
in oF Be espa ah ist in 


says Bowman. 


"Ss com— 
of Northeast Missouri, 


With Hatcheryman Perrin 
Bowman, Everett Watson — 
plans his 1947 poultry = 


program. | & 


chants stock. 


When farmer Everett Watson lands his plane at Cameron, 
Missouri airport, he exemplifies the progress of modern, 
balanced, Missouri agriculture. 


This farmer-business man wants to solve the marketing and 
supply problems of his 475-acre farm quickly, efficiently. In 
Cameron, he does just that. Like hundreds of northwest Mis- 
TCHERY souri farmers, he ships his hogs or cattle, sells his poultry or 
milk . . . or any of ‘the varied products which this rich land 
produces. In turn, he selects from a complete assortment of 
agricultural supplies and equipment which Cameron mer- 


‘These merchants know that farmers in their trading area are 
fully aware of the brand names of farm merchandise . . . 
because The Missouri Ruralist here, as throughout the state, 
is a vital influence in practical, progressive, balanced farm- 
ing and pleasant living. 


a 
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CAPPER PUBLICATIONS, INC. advertising offices ore in New York, Chicago ae ee | 
San Frencisco, Kansas City, ond Topeka, Konsas. Editorial office: FAYETTE, MISSOURI : : 
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Schwab Joins NBC 


Laurence Schwab Jr., who was 
associated at various times before 
the war with J. Walter Thompson, 
Young & Rubicam and Grant Ad- 
vertising, has joined the NBC 
television production staff. 


Gets Toy Account 


Novel Toy Company, New York, 
has placed its advertising with 
Leon S. Golnick & Associates, 
Baltimore and New York. 


ge in 
Readership 


NUMERICALLY 
BECAUSE OF | 
ACCEPTED 
EDITORIAL © 
CONT ENTS 


Building 
SUPPLY NEWS 


| 


25,000,000 Pens, 
$2,000,000 Budget 
Are Reynolds Goal 


New York—The Reynolds Pen | at 


sales personnel a “3 Star Deal” 
promotion, with a special premium 
folder showing 50 prizes. Mr. Rey- 
nolds reported that he would 
maintain the present price struc- 
ture through the next nine months 
least, unless manufacturing 


} 
| 


‘/KZPI, Manila, Joins 
‘CBS as 165th Outlet 


| KZPI, 1,000-watt station (soon 
‘to go to 10,000 watts) in Manila, 
|P. I., will become the Columbia 
Broadcasting System’s 165th affil- 
iate on Feb. 1. The station, owned 


Company, Chicago, will manufac- | costs can be reduced and savings | py Philippinos Broadcasting Cor- 
ture and deliver this year more | passed on. 


than 25,000,000 ball point pens, 


| Mr. Reynolds announced that 


|poration and managed by Norman 
|Paige, former radio war corre- 


Milton Reynolds, chairman of the Louis F. Dow Company, St. Paul, | spondent, will be fed network pro- 
board, told consul generals of the|will replace the D. E. Sanford grams on a delayed basis. 


here recently. 

He said that more than 7,000,000 
Reynolds pens are now 
and that by the end of this month 


the company will be producing | 


100,000 pens daily. 


in use, | 


'American republics at a luncheon |Company as national sales repre- | 


|sentative and that Lesavoy Inter- 
‘national will become Reynolds’ 
|South American representative. 
He said that 1,500 salesmen will 
|sell distributors and department 
\stores in the United States, and 


Mr. Reynolds declared he would | domestic dealer outlets will be in- 
spend up to $2,000,000 for adver- creased to 200,000. The company | tions, has been appointed publicity 
tising this year (90% concentrated | will also establish more than 100,- | director of Station WWJ, operated 


in magazines) to promote the 1947 
line of three pens: a new “Junior” | 
Rocket at $1.69, the 
Rocket at $2.69, and the “Super” 
Rocket at $3.85. For dealers the 
company is readying a $20,000 
window display contest, and for 


stations. 


“Senior” | Page Joins B&B 


Florence Page, formerly with 
Federal Advertising Agency, New 
York, has joined Benton & Bowles, 
New York, as a space buyer. 


CBS already has three affiliates 
‘in Hawaii, two in Canada and one 
}in San Juan, Puerto Rico, in addi- 
tion to a Latin American network. 


WW] Appoints Shaver 
Bud Shaver, formerly sports 

editor of the Detroit Times and 

later sportscaster on Detroit sta- 


|in newspapers and the remainder | 000 “On the Spot” pen service | by the Detroit News. 


Grit Appoints Close 

Grit Publishing Company, Wil- 
liamsport, Pa., has appointed 
|George D. Close, Inc., San Fran- 
|cisco, Los Angeles and Seattle, as 
its representative on the Pacific 
Coast. 
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Food Executive's 
Retirement Ends 
32-Year Service 


Los ANGELES—With his coming 
retirement, Walter Emmerling, 
vice-president, sales director and 
treasurer of Ben-Hur Products, 
Inc., will end more than 32 years 
of successful participation in the 
food products business on the Pa- 
cific Coast. 

His business career can be 
traced almost hand in hand with 
the growth of the coffee and tea 
industry in the West. He is, toa 
great degree, responsible for the 
expansion of Ben-Hur Products 
from Los Angeles and San Diego 
counties in 1942, to the position of 
a major West Coast sales organ- 
ization. 

Mr. Emmerling’s first job was 
with the M. J. B. Company, San 
Francisco, producer of “M. J. B.” 
coffee and Tree tea and rice, where 
he began in 1914. Starting as a 
clerk, he eventually rose to di- 
vision manager, and in this capac- 
ity he played an important part in 
the development of M. J. B. prod- 
ucts in the Southwest. 

In 1942 he became vice-presi- 
dent, sales director and treasurer 
of Ben-Hur and with the new 
management headed by H. B. 
Wyeth, president, immediately be- 
gan plans for aggressive expan- 
sion. Through Mr. Wyeth and Mr. 
Emmerling, Ben-Hur became one 
of the success stories in the food 
business of the West. Ben-Hur 
products, 90 days after their entry 
into San Francisco, were on the 
shelves of 2,500 retail outlets. Until 
Ben-Hur bought out Closset & 
Devers Company in 1943, Golden 
West coffee was known principally 
in Oregon alone. Through Ben-Hur 
sales efforts, it has risen to become 
one of the peak sellers throughout 
the Northwest. 

Until his successor is named, Mr. 
Emmerling will remain at his post. 
After his retirement, he will re- 
tain his interests as one of the 
larger stockholders, will remain on 
the board of directors, and will 
serve the company in an advisory 
capacity. 


Fremantle Moves 


Fremantle Overseas Radio Ltd., 
world-wide radio station repre- 
sentative, has moved its New York 
offices to 660 Madison Ave. 


NEW HORIZONS 
FOR 
WINSTON-SALEM 


1946 has been a year of great progress, 
packed with tremendous achievements, 
—industrial, civic, cultural—pointing 
the way to new horizons of an even 
more prosperous and expanding mar- 
ket in Winston-Salem and the Pied- 
mont Area. Highlighting this galaxy 
of accomplishments are: 


e@ Transfer of Wake Forest College 
to Winston-Salem. 


e@ Western Electric Company plant 
joins the already great industrial 
family of the Twin City. 


Winston-Salem is concentrated pir: 
chasing power on the march! — 4 
“must” for advertisers with something 
to sell in North Carolina, the South's 
Number | State. 


JOURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
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‘C) MOLIDAY... Announcing: 


Agencies! Advertisers! Ordinary Mortals! Tally-ho! 


Were ti 


Your best buy today-is 


OUR CIRCULATION IS HOT— 
Holiday now tops 600,000! * 


Never before in history has a 50¢ magazine gone ahead so far, so fast! In 
fact, no other magazine introduced at even 35¢ or more reached a half- 
million circulation in less than two years. Holiday did it in 10 months! 


Look for more gains —people are hot for Holiday! 


* Latest estimates for January issue. 


OUR RATES ARE HOT— 


Holiday is still only $1600 a page! 


Holiday's rate of $1600 a page (B&W) is based on a circulation of 400,000. 
Holiday actually delivers more than 600.000! That’s a fat 50°;7 bonus — for 


advertisers that act right now. But (with Holidav’s circulation swinging up 
so fast) that rate just can’t last long. 


OUR RESULTS ARE HOT— 


Holiday has amazing success stories! - eo ee 
« 4 ’ 'o 


One advertiser—offering a booklet of information for motorists—got 48.95] 
inquiries from six single page ads in Holiday, A fishing line maker pulled 
more inquiries from his half-page Holiday ad than from four leading outdoor 
magazines! A lodge owner in Canada savs, “Our one-eighth page ad in 
Holiday pulled more inquiries than any magazine we ever used.’ From travel! 
to trout fishing. Holiday ads get attention —get action! 


country! 


OUR READERS ARE HOT— 


The Holiday mood is a spending mood! 


Holiday's 600,000 (plus) families go places and do things! And no matter 


where they go or what they ¢ as from the next best magazine on his list. 


oO, they buy the best in goods and services. Sell 
them. Tell them in Holiday while they're in a relaxed and happy Holiday mood! 


SSS ; SR to go” to “What to take.” 


Winter sports are booming again! And from California — glamorous and gaudy— gets a Behind the scenes at the Mardi Gras! Steele 


Lake Placid to Sun Valley, Holiday covers them colorful going over in seven big features Top Chase's intimate account of New Orleans’ spec 

all! You'll find six informative and thrilling ar writers John Gunther and Budd Schulberg give tacular pageant tells how it began what it sig 

ticles on bobsledding, skiing, figure skating, ice you California from its wackiest to its worthiest nifies— who does the work! Don’t miss this color l. Where is the world’s large 
boating —even curling’ ful picture 


2. What famous living I 
(page 88. With s 
3. What seeret road did | 


to get away fror 


1. Do you know wl the 


A CURTIS PUBLICATION 
independence Square, Philadelphia 5, Pa. 


eee+Holiday advertising has terrifie pulling power! 


Try this quiz, kids! 


simplest of skating figure Ithoug! eh, abents 2 

bd off the ice? (page 2 
5. If you were Mrs. Howard Hawks, what would you wear 
in your Beverly Hills ranch-house garden? (page 81) 


6. Why is “Fat Tuesday” famous ? (page 107) 


@ Get the answers in February Holiday—now on sale. 


4p at SMART SPACE BUYERS! 
Make tracks for these other hot facts! 


) ++++Holiday readers are the top income, top spending group of the 
Here’s proof: 50° of Holiday’s subscriber families 
have an annual income of more than $5.000. (Compare that with the 


! national median of $2,020.) Holiday readers have got what it takes! 


\ leading luggage 


manufacturer got four times as many inquiries from a page in Holiday 


eee Holiday had 434 advertisers in the first ten issues alone... leads all 


monthly magazines in many advertising classifications from ‘Where 
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Modern Editorial Concept Creates 
Unprecedented Demand For 


SPORTS AFIELD 


Active sportsmen have accorded SPORTS AFIELD unmatched acceptance ... have 
endorsed its modern, alert editorial technique so overwhelmingly, that subscrip- 
tions and newsstand sales have reached an all-time high of 


4 


700,000 


guaranteed A. B. C. circulation 


FINAL NOTICE: Increased rates for advertising in SPORTS AFIELD do not become effective until 
February 1, 1947. Consequently, all orders received prior to that time will be protected through the 
September, 1947 issue. This means you can reach 700,000 active sportsmen at the same rate it costs 
you to reach 500,000 ...a substantial bonus of 200,000 every month. 


TO SELL MEN, USE THE WORLD’S NO. I 
SPORTSMEN’S MAGAZINE 


*Effective March Issue 1947 
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Appoints Breen 


William J. Breen Jr., formerly | 
with Young & Rubicam, has joined | 
Sherman & Marquette, New York, | 
in an executive capacity on the| 
Colgate-Palmolive-Peet Company | 
account. 


Joins Moore & Hamm 


Ethel M. Fordsman has resigned | 
as media buyer with the J. R.| 


Kupsick Advertising Agency, New 
York, to become media director 
at Moore & Hamm, Inc., New York. 


UCCESSFULL 
(MITATED 


FM Stations Get 
Set for a First 
‘Commercial’ Year 


New YorK—With production of 
frequency modulation receivers 
finally beginning to roll, New 
|'York’s commercial FM_ stations, 
‘along with the dozens of others 
‘springing up across the nation, 
are squaring away for what prom- 
ises to be the first year of any 
/consequence in the use of FM by 
advertisers. 
| Efforts to interest potential 
sponsors, now that listeners are 
\increasing (at the moment the 
‘New York metropolitan area is 
'estimated to have between 60,000 
fand 100,000 FM homes), are par- 
\ticularly evident among the inde- 


of the city’s nine commercial FM 
stations have no AM affiliation. 


WGHF, owned by Capt. W. G.;frequency (97.7 mc). 


H. Finch, the facsimile equipment 


manufacturer, has issued its first) 


rate card. Three of the other sta- 
tions already have rate cards, and 
'a fourth may issue one soon. 


Plans Sales Campaign 


 WGYN, the city’s only “full- 
'time” FM station (operating 15 
[hours weekdays, 17 hours Satur- 
days), is mapping a sales drive 
this month and expects to cue its 
‘promotion to the growing influx 
|of FM receivers. 
_ WMGM, affiliate of WHN, the 
'Loew’s, Inc., station, has signed off 
‘the air for about 30 days to com- 
plete installation of a new clover- 
‘leaf antenna on a higher tower, 
/expected to boost the station’s sig- 
nal strength considerably. 
return to the air about Feb. 3. 
WQXQ, affiliate of the New York 
Times station, WQXR, has re- 
ceived delivery on a new transmit- 
|ter and will erect a new antenna 


switching from its present low 


band (45.9 mc) to its new high| which issued its first rate card last 


| 


/'on a commercial basis.” 


'Co. store, which last month began 
It will|a weekly, 40-minute (8:05-8:45 
/p.m., Fridays) 


7 | pendent FM broadcasters. Three|early this year, at the same time | 


-WMGM and WABF. WGHF set its | 


Advertising Age, January 27, 1947 


The station 
may operate on both frequencies 
for a short time. 

The stations with rate cards, in| 
addition to WGHF, are WGYN,| 


initial rates at $100 for a full hour 
after 6 p.m. and $50 for a daytime 
hour. One-minute spots were 
priced at $5 before 6 p.m. and $10 
afterward. 

The WGHF card blurbs the sta- 
tion’s facsimile newspaper, “Air 
Press,” but announces that “no ad- 
vertising rates will be available 
until the FCC authorizes the 
broadcasting of advertising copy 


WGHF’s first major sponsor is 
New York’s Arnold Constable & 


‘from $50 to $75. The station noy 


“all request” re- 
corded symphony program. Wise) 
Shoe Stores, Inc., is running a} 


|two-minute commercial six times | 
_weekly. WGHF is on the air seven | 


hours daily. 
Metropolitan Television’s WABF 


>| 


of a cent per re 


@ Yes, you pay as little 


exposure, W hen you buy 


ache $e, 


as 2/1000 of a cent per reader 
Diamond Book Match advertising. 


The reason? There’s a big demand for Diamond book 


matches. So consumer and retailer pay most of the cost. 


The advertiser pays only 


‘about 17% of the total. 


And each ad is sure of twenty exposures because 


there are twenty lights 


Other advantages too. 


wide. certified, control 


vides complete flexibilit 


tising just where you want it 


trading areas, counties, 


in each Diamond Match Book. 


Diamond’s nation- 
led 


y—puts your adver- 


circulation pro- 


specific states. 


cities or towns. 


DIAMOND BOOK MATCHES—The Pocket-Sized Answer.... ' 


| TD amend. (Mh ateh i 


| 318 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 


| 
eae aed 


000 


del CKDO0SUNE 


MM 


SEP, 


}in 


Your ad has no competition from surrounding news, 
editorial matter, or other ads. You get full color, too, at 


no extra cost. And your message reaches both men and 


women, in any or all geographical areas, all income levels. 


Would you like to know more about Diamond Book 


Matches as an advertising medium? Perhaps you would 


like us to prepare a book match advertising 
plan tailor-made to your needs. We'll be glad 
to give you full information and to send a 
qualified Book Match Specialist to call on 
you, if you wish. Just fill out the coupon 
below. and mail it today! 


ee sin een eee eee to a Man-Sized Media Problem 


, . 
1 To: Diamond Match Co., Dept. A-101 
1 318 S. Michigan Ave., Chicago 4, Ill. 
1 | would like more information about Diamond Book Match Advertising. 
1 Please call on me of........ o'clock, day........ month. ....scccccce 
' NOM@. ccc cece cere cere eee eee eee e sees esse esses sees sees eee® ** 
; Name of My COMPONY . oc cccccccccccccccccccccceseeeeeseeeeee eee 
cree rrr rrr rr rer eee ree ee eT eee eee re eT Te rT . 
: Address. oc ccc ccccccecccccccccceseseseeseseseseseeseseeseeesee 
: | City. State . 


fall, already has a second, boos'- 
ing the Class A full-hour rae 


has seven sponsors. 
WGYN issued its first rate caid 
six years ago and now has a se-- 
ond, with a full-hour Class A ra‘e 
of $60. This station was the first 
to move to the new high bani 
making the switch one year agi 
WMGM’s Class A rate for oie 
hour is $100. The station’s pr)- 
grams have included both picku)s 


|\from WHN and original presenta- 


tions. Its schedule before leaving 
the air ran seven hours daily 
Although neither WGYN no: 
WMGM reports having sold an) 
time up to now, both obviously ex- 
pect to crack the sales ice this 
year. 


WBAM May Set Rates 


WBAM, affiliate of WOR, the 
Bamberger-Mutual station, may be 
the next to issue a rate card. The 
station is broadcasting only on 
test signals now. 

WQX@Q has no rate card, but has 
carried some sponsored programs 
in the past, including a series for 
Stromberg-Carlson radios. Time 
can be bought on WQXQ, but at 
present WQXR _ sponsors auto- 
matically get the FM outlet thrown 


WNEC-F\, affiliate of the NBC 
flagship here, is running transcrip- 
tions to fill its air schedule. The 


/network plans “complete duplica- 
tion of AM programs on FM as 
|soon as it is possible, without extra 


charge,” an NBC spokesman said 
It will be possible, it was indi- 
cated, if and when Petrillo’s 
American Federation of Musicians 
lifts its ban on duplicated AM-FM 


'broadcasts of musical programs. 


WCBS-FM, the key CBS FM 
outlet, has no rate card but like- 
wise will carry a complete dupli- 
cation of AM programs ‘when 
possible.” The station now is 01 
the air six hours daily with tran- 
scriptions and some duplication of 
non-musical AM programs, includ- 
|ing sponsored periods. 

The ninth “commercial” FM sta- 
tion in New York is WNYC-FM, 
affiliate of the municipal station, 
which carries no outside advertis- 
| ing. 


of Retail Sales Trends 


The National Retail Dry Good: 
Association has published 
volumes a nationwide survey 
community retail trade trends 
covering the 10-year period 
1935-1944, entitled “Retail 


tail Federation, Limited Price V 


ciation, and prepared by the m: 
keting and research service 
Dun & Bradstreet. 

The set of six volumes, said 
be the first authoritative guide 
the subject since the U. S. Cen 
of Business for 1939, is availa 
for $50 from the Controllers’ C: 
gress of NRDGA, 100 W. 3lst 
New York. 


To Plug Dry Cleaning 


Emery Industries, Inc., Cin¢ 
|nati maker of dry cleaning m: 
rials and oils used in proces: 
|of fabrics, will break, in n 
February, its promotion for e 
spring dry cleaning through 
550 nationwide licensees. 
company is offering licensees 
cial kits containing sugge 
newspaper advertisements, \ 
dow streamers, postcard mai 
pieces, radio spot announcem¢ 
and window cards to carry 
|the promotion. It is also usil! 
half page in the February La 
Home Journal to feature the c 
pany’s Sanitone process. 


Reynolds Promoted 


National Silver Company, ! 
York, has promoted James S. | 


; holds from chain store represe! 
tive to assistant sales manager 


NRDGA Publishes Survey 


in six 


( | 
Sal » f 


|Trends.” The study was under- J 
|taken by commission of  t! 
NRDGA with the _ cooperating 


sponsorship of the American Re-} 


riety Stores Association, Nationa! 
Retail Furniture Association and ® 
National Retail Hardware Asso- J 


H 


« 


3 


¥ 

* 
F 
¥ 
+ 


P 


; 


eee 


i 
c. 


- _ : 
sie. — FTF : 
ee |, 
| : 
Lo’ e ; eC 
- yildineg Ne : 
4 Ni WEVER 
, y — : 
4 a aes 
= F 
= ; ae | | 
a | 
ii ee 7 
. | 2 — a, | 
a ; 2s ee 
dé : Ne) \) a 
a CSET F — 
igual | f 
— | eS :- 
—_— Pe | : 
ane | a ee | _ 
= SS | | 
ing \ ee if 
J 
re, ee __..... 


é ? 
tis eps? ee ee. ee ; - 


27, 1947 
id, boos’ - a a 
1iour rae ff Rect. 
ation now : 
rate card . 


las a sev- 
iss A rae 


; the first § — 

igh band XK 
rear agi 

e for ore | 


ion’s pr)- 
h picku)s 
presenta- — 
re leaving 
irs daily, 
GYN no 
sold any 
iously ex- [ 
; ice this & 


tates 


WOR, the 
yn, May be 


card. The 
only on 


programs 
series for 
os. Time 
rQ, but at 
ors auto- 
let thrown 


*(Small Town or Suburban Town) 


A NEW TOOL FOR MARKETING 
TAILORED TO THIS MARKETING AGE 


2 TOP-FLIGHT AGENCY MARKETING MEN ASKED FOR IT 


f the NBC 
transcrip- 
jule. The 
e duplica- 
on FM as 
hout extra P 
sman said. 
was indi- 
Petrillo’s 
Musicians 
od AM-FM & 
rograms. { 
CBS FM ; 


They cited the need for such a work... offered full 


cooperation in the form of counsel in its production. 
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11” FM sta- NOW —For the first time... Ed 


NNYC-FM, 


yal station, 


Metropolitan Market Areas are defined to show all towns — 
including Suburban Towns—wunder their market influence. 


e advertis- BF 
| 
NOW —For the first time... 
; Survey! The Small-Town Market in its true value— Small Towns which 
ends i are in no way influenced by Metropolitan Markets. 
el in 2 NOW—For the first time... 


a teeads Circulation distribution of leading national publications are al- 


res on located by actual market opportunities, rather than by towns only. 
etal aies 

oa yay fh NOW — For the first time... 

cooperating i You can differentiate between a Suburban Town under the in- 
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‘Tribune’ Has 48-Hour 


Delivery to Europe 


Copies of the Chicago Tribune 
are now being delivered’ to 
Geneva, Switzerland, about 4,000 
miles away, within 48 hours of 


publication, via Trans World Air- | 


line service, according to the Trib- 
une correspondent there. Fre- 
quently deliveries are made ahead 
of those of London newspapers 
of the same publication date. Post- 
age for the complete newspaper 
from Chicago to Geneva costs be- 
tween $3.50 and $4. 


Joins Keelor & Stites 


John T. Nolan Jr. has been ap- 
pointed an account executive of 
Keelor & Stites Company, Cincin- 
nati agency. 
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Toronto Adclub 
Conducts First 
Sales Meeting 


Toronto—Redistribution of pop- 
|ulation and changes in buying 
|habits should rate top considera- 
tion in appraising the buyers’ 
market ahead, speakers agreed at 
the recent sales management con- 
ference conducted here. 


The war brought about many | 


‘changes in distribution channels 


land these, too, must be taken into | 


account in stepping up the effi- 


ciency of postwar distribution, 


jpanel leaders agreed. Revamped | 
‘sales management must help im-| 


prove distribution methods, they 
added. 

The one-day conference was 
sponsored by the Advertising and 
Sales Club of Toronto, with the 


aid of the National Federation of | 


Sales Executives, Canadian Ad- 
vertising and Sales Federation, the 


clubs in central and western On- 
tario. Panels were conducted, in 
addition to “Appraising the Buy- 
ers’ Market,” on economic and 
distribution trends and on “Re-| 
building the Sales Force.” 

More than 500 sales executives | 
from Ontario and U. S. cities 
attended this first sales manage- 
ment conference here, and indica- | 
tions were that the meeting will | 
become an annual affair. G. Harry | 
Sheppard, president, International | 
Business Machines Company Ltd., 
| served as meeting chairman. 


Hat Research Group 


Appoints Bacharach 


The Hat Research Foundation, 
| New York, which after three years | 
|numbers more than 100 men’s hat | 
|/manufacturing firms and approxi- 
/mately 4,000 men’s wear retail 
stores, has appointed Bert Bacha- | 
rach as director of promotion. 

Mr. Bacharach, head of the pub- | 
\licity and promotion organization | 
under his own name, has been ac- | 
tive in the men’s apparel field for | 


rector of the men’s apparel sec- 
tion of Pic, and conducting a 
weekly broadcast over WJZ for 
four years. 


ARF Expands Committee 
on Car Card Study 


The Advertising Research 
Foundation, New York, has en- 
larged its administrative commit- 
tee in charge of the Continuing 
Study of Transportation Advertis- 
ing to nine members with the ap- 
pointment of Robert T. Harris, 


|New York Subways Advertising 
|Company; J. Ward Maurer, Wild- 
|/root Company, 
| Young, Calkins & Holden. 
/'mittee chairman is Otis A. Ken- 


and Thomas H. 
Com- 


yon of Kenyon & Eckhardt, New 
York. 


Appoint Stuart Bart 
MacLevy Slenderizing Salons 

and MacLevy Equipment Corpo- 

ration, New York, have appointed 


Stuart Bart Advertising, New 
York. The budget calls for in- 
creased newspaper advertising, 


radio for the first time, and con- 


Sales Research Club of Toronto| many years, contributing to many tinuation of business paper and 
and affiliated advertising and sales | business magazines, acting as di-|direct mail campaigns. 


7 


to be 


The first 


a newspaper 


In that very brief period 


buy The Chicago Sun 


which lead T 


A Statement on the Chicago Sun 


a ——— 


People do talk about The Sun. 

We like it. We like the bouquets as well 
as the brickbats. Sometimes, however, the 
talk isn’t straight. Some of the talk is just 
rumormongering. Sometimes the talk is false 
and, possibly, inspired. 

So we, too, will talk about The Chicago 
Sun. But we will talk straight. 


Turre anwars wi be a Chicago Sun—as 
long as there is a Chicago. 

The Chicago Sun is—and will continue 
as much a part of Chicago as the 
Loop, the lake front, the stock yards, the 
Art Institute. 


five years are the hardest, but 


those years are now behind us. 


as the life of 


goes—The Chicago Sun has 


grown beyond the hopes of all of us in 
usefulness, in prestige, in circulation, and 
in advertising volume. 


Every weekday more than 300,000 people 


at five cents a 


copy. Over 450,000 buy The Sunday Sun. 
In its brief five years, The Sun has 
won eleventh place among the 316 morning 


newspapers of America. And those papers 


he Sun have been in existence 


from 22 to well over 100 vears. 


In 1946, The Sun published more than 


13,500,000 lines of advertising. 


No other 


newspaper ever reached such 


a volume in its first five vears. 


In service to our community. The Sun 


bows to no other newspaper, regardless of 
age or circulation. Its numerous campaigns 
in the public interest are continuous and 
aggressive. In the main, they are succeeding. 

The Sun’s prestige is remarkable. This 
newspaper and the members of its staff have 
won more national and regional awards for 
excellence than any newspaper in America 


in the same period. 


Havinc MADE a definite place for itself in 


Chicago, The Sun is planning 


ahead, for ourselves and for our community. 

We will continue to publish a vigorous, 
liberal and independent newspaper. 

We will continue to report the news as 
objectively and truthfully as possible. 

We will continue to battle aggressively 


for circulation and advertising 


We will announce, in due course, plans 


for a new home for our growing newspaper. 


That much tor The Sun. 


For ovr COMMUNITY, we will continue to 


fight for improvement, growth, 


For our country, we will 


fight for economic security, for improved 


living conditions for all our people and for 


tolerance to all. 


For our world 


will continue to fight for peace and freedom. 


So do talk about us! But 


facts! And remember 


There will always be a Chicago Sun—as 


long as there is a Chicago. 


Marshall Field, 


THE CHICAGO SUN 


and it is one world 


for the years 


linage. 


greatness. 


continue to 


we 


stick to the 


PUBLISHER 
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NO BREAKING IN 
NO BITE 
NO BITTER TASTE 


a 


ae shiny Steady 


NEW SERIES—This is one of the full- 
page ads in the expanded campaign 
scheduled for Dr. Grabow pipes by 
A. Linkman & Co., Chicago, through 
Simons-Michelson Co., Detroit. 


Linkman Boosts 


“47 Ad Budget for 
Dr. Grabow Pipes 


| Cuicaco—M. Linkman & Co. has 
more than doubled the number of 
jnational magazines which will 
‘carry Dr. Grabow pipe advertise- 
iments during the first half of the 
'ycar, and has stepped up its news- 
/paper schedule 25% for the full 
year. 
Full-page advertisements are to 
promote the pre-smoked line of 
|pipes in Esquire, Field & Stream 
| Liberty, Life, Newsweek, Outdoor 
|Lije, Pic, Pipe Lovers, Popular 
| Mechanics, Sport and Trt Dur- 
/ing the comparable °46 “period, 
|Linkman employed only five 
| magazines. 
| The 25% step-up in the news- 
/paper schedule for the March- 
|May and October-December 
|periods raises the number of 
dailies to 100. A six-inch, single- 
/column ad is scheduled weekly. 
Linkman also will use magazine 
|pages to revive interest in _ its 
| Hollycourt brand, a model not pro- 
|duced during the war years. Copy 
|will run in the Feb. 24 Time, 
| March 29 Saturday Evening Post 
| April Esquire and May True. 
| Simons-Michelson Company, 
Detroit, handles the account. 


| Michigan Store Plugs 


| 75th Anniversary 


ean alee a a eee 


With nine full page newspape! fF 


| ads plus a special promotional cal- 
|endar, The Wurzburg Compan 

|Grand Rapids department store 
this year is celebrating its 75t! 
anniversary as Diamond Jubile: 
Year. Each of the newspaper a 

appearing in Grand Rapids news- 
papers, forms part of a series de- 
voted to explaining the princip 
on which the store’s success 
founded. 

The calendars, 50,000 of whi 
have been distributed, are ill 
trated with water color paintir 
|done especially for the event 
| Miriam Suleeba, Grand Rap 
artist, and form a pictorial hist 
of the city. The Diamond Jubi 
was outlined to the store’s 600 e 
ployes in a rally held at a Ik 
hotel. 


| Appoints Johnson 
G. Lawton Johnson, form: 
manager of eastern sales of 


Graver Tank & Mfg. Comp: 
New York, has been appointed 
sistant general manager of s 
of the National Tube Compan 
subsidiary of U. S. Steel, P 
burgh. He will handle the sal: 
products manufactured at Chi 
Park Works, McKeesport, Pa., 
some of the company’s other 

ricated products. 


Promotes McKenng@ 


Mary McKenna, who has |! 
in charge of media researc! 
Benton & Bowles, New York, 
been appointed head of -all 
radio time buying except 
Procter & Gamble accounts, w! 
‘will be handled by Ruth E. Jo 
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REDBOOK 


1 MONTH TO 
REDBOOK, FLA. 


To — 


nen Soe hed 


eT ee. 


LIT EM WHERE 


Money burns holes tn thetr pockets 


tn REDBOOK, 


And there’s nearly $223,000,000 of Red- 
book family income, after taxes, in New 
Jersey. 

Small wonder that they spend nearly 
$40,000,000 for food. 

Apparently they simply can’t get by a 
drug store without seeing something they 
want—over $4,000,000 spent that way. 


Their tongues are hanging out for new 


THEY LIVE, 
oseee cle 


cars, tires, refrigerators, furniture and floor 
coverings. They're burning up 26 million 
gallons of gasoline in their present cars. 
And the $116 pro-rata page rate to reach 
every Redbook home in New Jersey is low. 
Imagine being able to hit them 12 times for 
$1,392 — 50,000 homes with $223 million 
burning for action! A market like that rates 


a place on your advertising list. 


EDBOOK.USA!" 


Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 444 Madison Ave., New York 22, N. Y. 


ew Jerse [ 


YOU HAVE TO LIKE A SHOW 
TO PAY $4,000,000 
TO SEE IT! 


That's how excited 1,650,000 up-and-coming young 
families are about the Redbook National Show. And 
they're pretty interesting to national advertisers because 
they have $6,000,000,000 left after taxes—and they 
spend it. Tell them about your product 12 times a year 


in black and white 


pages for $44,100. 
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New Insurance 


;companies, Mr. Mannix declared. 


surance will be in hospital and 
|medical publications, plus copy 


Expands Medical, 
‘ = = |which has been aimed at - 
Hospital Service bell pale Pca ns igor 


e when em- the Chicago Journal of Commerce. 
a The company also uses direct mail 
extensively. 


Cuicaco—At a tim 
ploye security has become 
major point in employe-manage- 
ment relations, the John Marshall | 
Insurance Company, founded here | 2 
last July, is offering insurance Appoints Shaw 
covering virtually every hospital Robert E. Shaw, formerly an 
and medical need faced by the art director with Young & Rubi- 


Promotion of the Marshall in-| 


cam and more recently an art 
director of Foote, Cone & Belding, 
|Chicago, has joined Kastor, Far- 


rell, Chesley & Clifford, New York,| Get Maj or Boost 


in a similar capacity. 


office 


of 


and brokerage. 


Forms Industrial Firm | 
Andrew Merrilees, formerly ac- ‘commercial trailer sales, Highway | equipment 


count age R the Toronto / Trailer Company during 1947 will public utilities such as electric an | 
onalds 
Agency, has formed his own com- | 


any in Toronto, under the name}: Seige 2 : z= ; 
e x A. Merrilees & Co., to en-|'98 publications, and eight state will spend approximately $100. - 


gage in industrial equipment sales |°F regional trucking publications. |000 for space alone, plus further 


i 
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|spread use of the same advertis 
ing pattern which the compan 
began late in 1943. 

In addition to its trailer cam 
paign, Highway Trailer Compan 
also is placing copy in seven util- 
its ity publications to promote it 
built especially fo: 


Highway Trailers 


in ‘47 Campaign 


EDGERTON, Wis.—To_ boost 


Advertising use copy in Newsweek and United | gas companies. 


| States News, eight national motor- | It is estimated that the compan, 


The campaign is a more wide- expenditures for various printed 


American public. 

With its comprehensive hospi- | 
tal-medical-surgical coverage, the, 
company is offering, on a group | 
basis, insurance which appears to) 
reach beyund the combined re- | 
sources of present group ny -agried 
plans and coverages offered in| 
contracts available through other | 
stock insurance companies. Un-| 
like most other private insurance 
companies, the Marshall company | 
offers no coverage except in the 
group medical field. 

With a total financing of about, 
$250,000 (the company is con- 
sidering increasing this to about | 
$500,000), Marshall is offering a) 
uniform service which is avail- 
able literally anywhere in the 
world. Most group hospital plans 
are limited in coverage to in- 
dividual states in which they op- 
erate. Also, there is generally wide 
variation among the various 
group hospital units regarding 
phases of the services covered 
under their respective plans. 


Will Offer to Individuals 


John R. Mannix, head of the 
company and formerly national 
chairman of the Blue Cross hos- 
pital group plans, pointed out to 
AA that 65% of employed persons 
in the U. S. work for firms oper- 
ating in two or more states. This, 
however, does not include farmers. 
He also told AA that the plan, 
now available only to groups, 
probably will be made available 
to individuals about Sept. 1, 1947. 

Cost of plans offered by the 
Marshall company for hospital 
services alone is estimated at only 
slightly more than that offered 
by Blue Cross hospitalization serv- 
ices. The plans, which include 
medical and surgical care in addi- 
tion to hospitalization, are be- 
lieved to be more extensive than 
current Blue Cross and other hos- 
pitalization programs. They are 
also offered with fewer restric- 
tions than those of other stock 


How to Win Friends — 
Influential Peop 
4 : 

Product 


Popular acceptance of your sales story 
may begin in the classroom, if your prod- 
uct relates to any of the hundreds of 
basic necessities of modern living. 

For teachers are America’s most influ- 
ential market... what they say and do 
is respected by students and often carried 
home in the form of recommendations. 


a In this way, powerful buying influence 
is exerted on millions of home budgets. 

State Teachers Magazines reach 710,- 
000 alert, responsive teachers, including — 
the higher income and larger school 
brackets the most complete coverage 
of this market obtainable. 

Rates are attractive. Write today! 


Georgia C. Rawson, Manager 


Reaching America’s Most Influential Market 


State Teachers 


_. MAGAZINES © 
710,000 Subscribers 


An association of 43 state teachers magazines 


-e 


YO HERE is the most food consumed? In restaurants — lunch 


counters — drugstores ‘4 


Not on your life. In homes. By men, women and children 


whose lives are largely centered around homes. 


Which high-spots this important fact for food (and other) 


advertisers: 


By its very nature, Better Homes & Gardens screens out all 
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jieces which will increase the 
947 appropriation to approxi- 
,ately $175,000. 

Roche, Williams & Cleary, Chi- 
ago, is the agency. 
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3arclay Boosts Johnson 
Joseph A. Johnson, formerly di- 


Canadian distiller, has been pro- 
,ioted to the newly created post 
©: assistant general sales man- 
a ler, with headquarters in Walker- 
ville, Ont. 


the compan 
iately $100- § 
plus further 
‘ious printed 


— 


.ision manager of all southeastern | 
siates for James Barclay & Co., | 
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Power Agency to Move 


Ralph L. Power, Advertising, 
Los Angeles, specializing in tech- 
nical radio accounts, will move 
Feb. 1 from the I. N. Van Nuys 


it formerly handled only direct 
mail accounts. 


Brooks Buys Markoff 


Markoff Company, New York, 
facial preparations, and affiliated 
companies (Alexa perfumes and 
Prince George men’s lines). Mar- 
tin de Markoff, founder, will con- 


ee |tinue to assist in packaging, de- 
building to 767 Castelar St., where | 


signing and creating new prod- 
ucts. 


‘Tompkins to Golnick 


M. G. Tompkins Company, New 


H. L. Brooks, who resigned last | York, has appointed Leon S. Gol- 


summer as president of Coty, Inc., 
and Coty International Corpora- 


|New York, 


inick & Associates, Baltimore and 
to direct its adver- 


tion, has purchased Alexandra de | tising. 


readers except those who are actively interested in better homes —and 


better living in them. 


No fiction. No foibles. Nothing but 100% service to the homemakers of 


the country. 


For L947 it will reach 3,000,000 such families—which means 10,000,000 


» mouths to feed. Ten million people to be clothed, housed, carted about 


in cars, supplied with all the comforts of home from groceries to garden 


tools, drugs to doodads. 


Strictly by request, Better Homes & Gardens will go to that 


magazine readers with the highest family income. 


group of 


It will be read, not in idle moments or in pass-the-time-away mood, but 


in search of smart, useful, up-to-date 


2 


comes from editorial or advertising pages. 


Better Homes & Gardens 


readers entirely for the service it renders 


them. 


If there’s anything in the idea that the 


magazine that serves is the magazine that 


sells —it can be counted 


vertisers, too. 


» help in making homes better — whether it 


is bought by its 


on to serve ad- 


fresh facts on 
SERVICE THAT SELLS 


Who knows — maybe these facts 
can show you the way to a more 
efficient, more up-to-date media 
list. If your product sells in the home 
market — and which one doesn't? 


— the BH&G representative has a 
lot of pertinent data to show. 


better Homes 


and Gardens 
Mitts fist Str Maqueie 


-lunch 
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‘urars wo'Ftate 
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1947 Circulation Over 5,000,000 
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tMETATL CHAMPIONS AMD FLY WITH CONFIDENCE 


lications in the general, farm, 


Sores. Hioentom 


Champion S Starts 
| ‘Favorite’ Series 
in Extensive List 


| ToLepo—Adding Time to _ its 
schedule in general publications, 
|Champion Spark Plug Company 
| will stress consumer preference in 
|its national advertising through 
|the remainder of 1947. The firm’s 
| new slogan, “America’s Favorite 


in all copy. 

In addition to Time, two-color 
jadvertisements are to be run in 
| American Legion Magazine, Amer- 
Sere Magazine, Collier’s, Field & 
Stream, Grit, Holiday, Look, Me- 
‘chanix Illustrated, Outdoor Life, 
| Pathfinder, Popular Mechanics, 


He'll prob'bly win again this year 


SPARK 
incase 


‘3 aint 


‘AMERICA'S FAVORITE'—Champion Spark Plug Co., Toledo, will use the con- 
sumer preference theme in 1947 advertising, scheduled for a long list of pub- 
aeronautical, sportsmen's and motor boating 
MacManus, John & Adams, Detroit, handles the account. 


: ‘ |signed the show for 
Spark Plug,” will be emphasized | 


Popular Science Monthly, The 
Saturday Evening Post, Science 
Illustrated and Sports Afield. 
Champion also will use copy in 44 
other publications, serving busi- 
ness, farm, marine, automotive 
and aviation fields. 

Both consumer and trade ads 
carry a plug for the “Champion 
Roll Call,” Harry Wismer’s sports- 
cast aired Friday nights over the 
ABC network. Champion has 
a full year. 
MacManus, John & Adams, De- 
troit, is the agency. 


Humphrey Agency Moves 


H. B. Humphrey Company has 
moved its New York offices from 
the Graybar building to the Fuller 
building, 595 Madison Ave. 


ALLEN-KLAPP CO 


*ABC Audit Report ! 
9-30-46 show 


THE NEWS- “SENTINEL 
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Food Firm Adopts 
New House Organ 


HUNTINGTON ParK, CAL. — Cali-~ 
fornia Vegetable Concentrates, 
Inc., maker of dehydrated foods 
and food blends, is adding to its 
already heavy direct mail sched- 
ules publication of a house organ, 
“Tdeas”. First issue of the new 
four-page publication appears this 
month. The company does no pub- 
lication advertising. 

The company, which does not 
make any retail sales, confines its 
merchandising to food and pharm- 
aceutical manufacturers. It car- 
ries an inventory of 51 different 
dehydrated or concentrated vege- 
tables. The bulk of its volume, 


| however, comes from blends. Of-, Roth to Promote Socks 


| 


| 


ficials believe that 99% of manu- 
facturers of soup mixes get their 
vegetables from CVC. 


Mossman Joins Colton 


previously U. S. representative of 
the Bermuda Trade Development 
Board, has joined Wendell P. Col- 
ton Company, New York, as an 
account executive. 


Southam Promotes Hayes 


and director of sales, 


general manager of Southam 
Press, Toronto, a_ division of 
Southam Company, Montreal. 


second to none...expert craftsmen... 


yp AD y ...we have what it takes... type faces 


typography efficiently produced for 
the letterpress and offset processes. 


Advertisements « Brochures « Catalogs « Publications 
CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


Under Esquire Label 


___ Chester H. Roth Company, New 
| York, said to be the largest manu- 
|facturer of men’s hosiery in the 
/U. S., will introduce this spring 


“ Alexander L. Mossman, formerly |@ new line of men’s socks in all) 
assistant advertising manager of | Yarn combinations at a wide range 


Pan American World Airways and|0f prices under the brand name 
Esquire, via “one of the biggest 


|advertising campaigns in the men’s 
wear field. Heretofore, advertis- 
ing of the Esquire brand has been 
the trade. 
line will be sold under 


{limited exclusively to 
The new 
|Fair Trade. 


Current business paper ads will 
J. F. Hayes, assistant manager | be followed by consumer copy in 
has been|national magazines in the spring 
appointed a vice-president and|when dealers have received com- 
Young & Rubicam, 


plete stocks. 
New York, is the agency. 
PE a 


To Palm & Patterson 


_ R. D. Fageol Company, Detroit, 
|}manufacturer of a line of auto- 
|motive DeGassers for installation 
/on bus, truck, tractor and indus- 
trial truck engines, has appointed 
|Palm & Patterson, Cleveland, to 
| direct its advertising and publicity. | 
|A campaign is scheduled to start | Te 


in trade publications in March. 


Acme Steel Plans 


First Consumer 


Ads for New Seal 


Cuicaco—Acme Steel Company, 
a longtime industrial advertiser, 
will launch its first consumer ad- 
vertising in March to promote its 
yellow-and-black seal as used on 
Venetian blinds made with gal- 
vanized, bonderized steel slats. 


Plans for the campaign, which | 


Advertising Age, January 27, 


also will mark the first national | 
advertising on the superior quali- | 
ties of steel Venetian blinds made | 
from galvanized steel slat stock, | 
were disclosed recently by Acme | 


Steel’s director of publicity and 
advertising, R. A. Morris. 


Leo | 


Burnett Company, Chicago, is the | 


agency in charge. 
Mr. Morris said the Venetian 


blind field has never had a label | 


'“by which the quality of the steel | 


used in blinds could be identified.” | 
The consumer, he added, “had to | 


“= 


De Olooles and Astorbilts are Neighbors These Days. but only 
Outdoor Advertising Reaches Them Both! 


Today, more than ever before, every successful 


advertising campaign needs OUTDOOR. Because 


it's the only 


medium that covers all of today’s 


huge multi-billion-dollar wage-earner market! 


It's Homogenized Wealth, Grade “A”’ 


Today's record 175-billion national income is like 


the cream in 


homogenized milk—it’s diffused 


throughout over 9/10ths of the entire population! 


\ drastic change from the last pre-war year. Then 


the “cream” was all on top 


Ith of 


with only | 


the families controlling most of a national wealth 


of less than half of today’s! 


Yes. 


bowskis are 


YOUR 


the O’Tooles. 


MAJOR 


the Svensens and the Grom- 


the new rich who can make or break 


MEDI! 


uM 


yvou—whether you're selling chewing gum or 


chinchilla wraps! Tell them your story—with 


OUTDOOR advertising, the one medium that 


effectively and 


\merica’s vast spending power! 


IN - 


economically, 


blankets all of 


MAJOR 


MARKETS 


ly on the personal reputation of | 
'the dealer alone. Now we propose | 
| 
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How to judge quality 
in Steel Venetian Blinds 


of timc awe 


he sheet te give 


QUALITY STORY—Acme Steel Co., 
Chicago, will launch its first consumer 
advertising with this magazine copy 
promoting quality Venetian blinds. The 
"seal of quality'’ for consumer pro- 
tection is shown at the bottom, right. 


| to back up the efforts of many 
| Venetian blind manufacturers and 


| 


retailers in this direction and give 


|consumers an opportunity to judge 


| 


| 
| 
| 
| 


| 


quality by descriptive label. Acme 
Steel Company will sponsor this 
educational advertising on behalf 
of its licensed producers, to en- 
courage quality labeling for con- 
sumer protection.” 


Offers Mats, Radio Scripts 


Promotion of the seal and steel 
Venetian blinds which carry it 
will start with two-color half 
pages in American Home, Better 
Homes and Gardens, House Beau- 
tiful and House & Garden, Busi- 
ness paper copy will urge retailers 
to support this consumer program 
“to protect the future of your busi- 
ness in steel Venetian blinds.” 
Stores are offered a complete mer- 
chandising package, including 
newspaper mats and radio ma- 
terial for their use in local adver- 
tising. 

Acme Steel points out to retail 
ers that there is not enough qual 
ity galvanized, bonderized - sla‘ 
stock to meet the present deman 
for steel blinds, and that “many 
store today is selling both types 
the ‘goods’ and the ‘not-so-goods.’ 
Unsatisfactory service of the “no 
so-goods,” it warns, “can jeopar 
ize the entire future of your ste: 
Venetian blind business and dai 
age the reputation of your stor¢ 


Pathe Shifts Top Execs 


RKO Pathe, Inc., New York, h 
promoted Walton C. Ament, fe 
merly vice-president and edit 
of Pathe News, to vice-presid¢ 
and general manager, with sup¢ 
vision of newsreel, documenta 
and commercial picture operati 


as well as the new RKO Pat 
New York studios. Mr. Amer 
responsibilities as Pathe Ne 


editor-in-chief will be assumed 
Alfred Butterfield, formerly ne 
editor and most recently pron 
tion director of RKO Pathe. 

has had charge of publicity a 
advertising for RKO Pathe pr 
ucts and studios and will reta 
general supervision of promoti« 


D-F-S Appoints Sanders 

Hildred Sanders, formerly vic‘ 
president in charge of radio 
Mitchell-Faust, Chicago, has join‘ 
Dancer - Fitzgerald - Sample, C! 
cago, as a copywriter. 
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Jhio Sales Taxes Munsingwear Tells Plans 


Munsingwear, Inc., Minneapolis, | 
will launch a campaign tnis spring | 


n . 

Yount: Durable \in Junior Bazaar, Ladies’ Home 

on be | Journal, Mademoiselle and Seven- 

Goods Lead Field | teen for its underwear and sleep- 
CoLumBus—Sales taxes for 1946, | 28 garments. Its foundation gar- 


: z nee ‘enc. | ments will be promoted next fall 
jst reported by Ohio’s state treas |in Life, Mademoiselle, Seventeen 


uver, bear out the theory of econo-/| ang Vogue. Trade publications 
nists that the honeymoon is over | also will be used. Kenyon & Eck- 
for non-durable goods and that! hardt, New York, is the agency. 
I 
( 


neeforth they will meet stern | —_——_--- 


mpetition from products which | Douglas Malcolm Named 


were absent from retailers’ shelves | 


ring the war. 

Ohio sales taxes for 1946 estab- 
lished an all-time peak of $103,- 
000,000. Of this huge sum, nom- 
inal increases were contributed by 
foods, apparel and other soft goods. 
The lion’s share of the gain over 
1945 was garnered by the auto- 


= 


American Express Company, 
| New York, has appointed Douglas 
| Malcolm, formerly general man- 
| ager of the advertising depart- 


ment, as advertising counsel on all | 


phases of the company’s business. 
| Robert R. Mathews will succeed 
him, with Roy B. White Jr., and 
' James K. McArthur as assistant 
advertising managers. 


‘AVC Bulletin’ Sets 
New Advertising Rates 


The AVC Bulletin, semi 
monthly newspaper of the Ameri- | 
can Veterans Committee (AA, 
Dec. 23), has announced new page | 
rates of $575 per single insertion 
and $500 per insertion on a 24- 
time contract. The new line rate 
for small-space copy is 64 cents. 

The publication, which had a} 
guaranteed circulation of 75,000 | 
last July, now has a circulation 
of 120,000, having shown an aver-| 
age monthly gain of 5,000 during 
the past four months. 


Hoffman Joins Stewart 


Charles F. Hoffman, formerly 
advertising manager of Firth- 
Sterling Steel Company, has joined 
James A. Stewart Company, Car- 
negie, Pa., as account executive. 


_ THE BEST WAY TO REACH 


16,000,000 BOWLERS 
Tell Your Story in Bowling 


Over 35,000 circulation, including 24,000 league and 
2515 city association officials. The only magazine with 
100% coverage of 5394 certified Bowling establishments. 
Bowling market, wide open after four war years, produces 
$291,000,000 annually — three times as much as pro 
baseball. Write for our latest rate card today. 


r Official Publication of 2 
O Wh) AMERICAN BOWLING CONGRESS 
_ 2200 NORTH THIRD STREET 


MILWAUKEE 12, WISCONSIN 


THE BOWLER’S MAGAZINE 


motive industry, building material 
dealers, electrical and paint deal- 
ers, and to a lesser degree, hard- 
ware stores. Motor vehicle deal- 
ers reported a gain of 235% over 
1945 and their sales were about 
50% above 1939, the last census 
year. Others in the automotive 
classification also enjoyed large 
gains and the increase for the field 
was 167% above 1945. 

The building material field had 
a gain of 90% over 1945, while 
hardware stores had sales 68% 
above 1945. In the furniture field, 
retailers of radios and appliances 
ran away from their competition, 
with a gain of 197% over 1945. 

While sales gains were fairly 
evenly distributed geographically, 
Montgomery County (Dayton) led 
the list percentagewise, its gain 
over 1939 being 164.5. The sales 
tax report indicated that Ohio re- 
tail sales in 1946 were $5,431,877,- 
000, with Cleveland getting $945,- 
538,000; Cincinnati, $494,307,000; 
Columbus, $362,264,000, and To- 
ledo, $293,006,000. 


Swank Opens Campaign 
for Year ‘Round Giving 


Swank, Inc., Attleboro, Mass., 
has opened a consumer and busi- 
ness paper drive for year ’round 
gift giving and selling, captioned 
“Who says the holidays are over?,” 
and listing such occasions as St. 
Valentine’s Day, Easter, gradua- 
tions, weddings, birthdays and 
Father’s Day as events calling for 
gifts. 

Consumer copy will appear in 
Collier’s, Life and The Saturday 
Evening Post, with sales promo- 
tion material prepared for deal- 
ers. Kudner Agency, New York, is 
handling the campaign. 


Boosts Kornblum 


Lawrence C. Gumbinner Adver- 
tising Agency, New York, has pro- 
moted Herman Kornblum, pro- 
duction manager for many years, 
0 vice-president in charge of pro- 
duction. Karsten Stapelfeldt has 
been named art director, and Joan 
Wallace has been _ appointed 
fashion account executive. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


AUFMANN & FABRY CO. 


- 4 WABASH AVENUE 
nS BnicASO 2222s" 


TO THE PRIMITIVE MAN, HALTINGLY TEACHING HIMSELF 


TO COUNT,NUMBER ONE LOOKED LIKE THIS: 


TO THE EARLY EGYPTIAN ARTIST, PAINTING THE WALLS 


OF HIS TEMPLE, NUMBER ONE LOOKED LIKE THIS: 


TO THE CITIZEN OF ANCIENT ROME, READING THE FORUM'S 


INSCRIPTIONS, NUMBER ONE LOOKED LIKE THIS: 


OF NUMERALS, NUMBER 


== ame furnishings ) 


TO THE HINDU MATHEMATICIAN, CREATING A NEW SERIES 


ONE LOOKED LIKE THIS: 


TO AMERICA’S HOME FURNISHINGS INDUSTRIES, APPRAISING 
THEIR BUSINESS PUBLICATIONS, NUMBER ONE LOOKS LIKE THIS: 


— aH 


Lee ont a a Gee oe 


RETAILING HOME FURNISHINGS, A FAIRCHILD PUBLICATION, 8 E. 13 ST., NEW YORK 3, N.Y. 
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: Factory Presents... 


“THE 


LABOR | 


A COMPREHENSIVE STUDY OF LABOR LEGISLATION, 
CONDENSED INTO A GRAPHIC 24-PAGE SYMPOSIUM 
IN FACTORY FOR JANUARY... 


Rarely are labor-management relations discussed calmly. 
Mention the subject to the average American on either side of 
the fence, and emotions —not reason —are apt to rule discussion. 


And all because so many do not know WHY industrial America 
is now at the midnight of a long-darkening labor relations era. 
Now, as never before —while Congress debates new measures, 
while conflicting pleas and charges crowd the press and air- 
waves— our chance of achieving industrial peace depends upon 
cool judgment based on knowledge of the facts. 


FACTORY wants to help as many people as we can reach to 
understand the facts about our labor laws, what history has 
taught, how workers feel, and what leaders on all fronts have 
to say. A prominent labor leader says “hate legislation won't 


fix it.” A well known manufacturing executive writes that 
“lopsided laws must be fixed.”” And FACTORY agrees with 


We hope and we believe “The Labor Crisis . . 


both views — believes that only the most reasonable and 
carefully-considered legislative revisions can hope to bring 
the harmony that will assure our industrial progress. 


eee To that end, at this critical 
moment in labor history, FACTORY presents this symposium. 


. Its Causes and Cures’’ will 


be helpful in fostering clear thinking concerning this critical national problem. 


We believe, too, that your staff would profit by reading it, and we can make 
reprints of it available to you. Write FACTORY regarding the quantity you 
would like to use for any purpose which will help foster better understanding 


between management and labor. 
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l. THE PROBLEMS WE FACE — Here is a clear statement 
of the major problems encountered by employers and employees 
in relation to our labor laws. Each is carefully explained. 


2. SHORTCOMINGS OF PRESENT LAWS AND REVI- 
SIONS THAT HAVE BEEN PROPOSED — This is a definite 
and helpful exposition regarding each of these major 
problems. First, what the present laws do and don’t 


-permit, and why they fall short of dealing with the 


problems. Second, the revisions of these laws proposed 
\by responsible sources with a view to solution of the 
problems. And finally, FACTORY’s comments as to the 
probable effectiveness of these suggested revisions. 
This entire section, with its probing analytical discus- 
sion, is graphically presented for easy reading. 


3. PORTAL-TO-PORTAL — Here are questions and answers 
which will help you to appraise your own company’s situation. 
Plain facts about the seriousness of this threat. 


4, EVOLUTION OF LABOR LAWS—AND STRIKE RECORD 
~—A quick word picture of labor legislation since 1890. A chart 
records the enactment of each new law and the man-days lost 
through strikes over the years. 


:. WHAT FACTORY WORKERS WANT IN LABOR LEG- 
ISLATION — Here is one you will read over and over. Results 
of FACTORY’s analysis of 64 nation-wide polls of worker 


CRISIS... Causes and Cures” 


8 FACTUAL SECTIONS 


opinion. Would you think, for example, that 84% of union 
members polled want a secret strike ballot? Would you think 
that 74° would require public accounting of union funds; 
that 72° would have unions suable for contract violations? 
There are many surprises in this section and many answers 
which would indicate that not all workers want all of the things 
their leaders say they want. 


6. WHAT MANAGEMENT AND LABOR LEADERS SAY 
SHOULD BE DONE — FACTORY asked leaders of labor and 
industry what they thought Congress should do about a num- 
ber of questions, including compulsory arbitration, mass pick- 
eting, secondary boycotts, jurisdictional strikes and labor 
courts. The replies by these nationally-known men are en- 
lightening reading. 


7 e WHAT CONGRESS IS LIKELY TO DO — The collective 
opinions of congressional leaders as told to McGraw-Hill’s 
Washington staff. This section reports and interprets predictions 
made by the very men who are tackling the job of revising and 
improving our labor laws. 


8. GOOD LABOR RELATIONS ARE THE RESPONSIBILITY 
OF ALL OF US— FACTORY editors draw conclusions as to 
what the facts on today’s labor crisis really indicate — the 
course these facts appear to dictate regarding labor law revi- 
sions and employer-employee relations. 


A typically constructive FACTORY editorial feature. 48,000 plant operating men 
now pay to read FACTORY — more by far than any other business publication. 


rACTORY 


MANAGEMENT AND MAINTENANCE 


ABC A McGraw-Hill Publication ABP 
330 WEST 42nd ST. - NEW YORK 18. N. Y- 
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Dealers’ Sons |lish, and letters. Mechanics, fi-| MicWade to Skilsaw Coan Appoints Johnson Joins Stewart-Lovick 


|nancing and other dealer affairs | 


‘also are covered, of course. Carl D. McWade, formerly with Vic Johnson, formerly an ac-| Margaret A. Slaney, space buyc 
Go to School One entire da ™ Regge ica Cardwell Mfg. Company, Wichita, count executive of Arthur Towell, of Harry E. Foster Agencies, Tx 
y is devoted to K: — : : nea et te - “eS Pai 
sip a an., has been appointed adver-|Inc., Madison, Wis., has been ronto, for the past three year 
at Chevrolet operations of Chevrolet’s agency, | tising manager for Skilsaw, Inc..|named sales manager of Coan Mfg.|has joined the Toronto office « 
Campbell-Ewald Company, when Chicago maker of portable electric |Company, Madison, maker of U- | Stewart-Lovick as space and tin 
Detroit — Salesmanship, public |the day’s schedule is in charge of and pneumatic tools. Select-It candy vending machines. buyer and production manager. 
relations and advertising are the|H. G. Little, executive vice-presi- ———— —————_—— ——_—_— 
. oot sae: . . 7 ‘ str. | > . ‘ ; é assi < ] . . . . . 
seri Paag onic ge dig * ser ear pd dent; Colin Campbell, assistant’ Tgnis Rejoins Ivey Co. Munsingwear Ups Hagan Appoints O’Leary 
i Thomas P. Tanis, who has been Genevieve Hagan, in the adver- George J. O’Leary, who unt! 


which started its first winter ses- | ler, Girector of public relations. on a leave of absence for six tising department since 1944, has recently operated his own agenc: , 
sion recently. — (Charles French, Chevrolet adver- | months, has rejoined the executive | been named assistant director of has joined the executive staff <{ 
Accommodating about 40 in the|tising manager, is also active at staff of Neal D. Ivey Company, advertising and sales promotion of O’Neil, Larson & McMahon, Ch - 
six weeks’ session, this first winter these sessions. Philadelphia. Munsingwear, Inc., Minneapolis. cago. 
postwar “class” and the spring 
term which opens in March, will 
make only a small dent in the 
waiting list of 700 heirs to Chevro- 
let dealerships in the U. S. and 
throughout the world. There is 
always a sprinkling of foreigners 
in this year ’round plan for) 
grounding prospective dealers. 
T. H. Keating, general sales | 
manager, is head of the school | 
faculty. About half of the six 
weeks will be devoted to market 
analysis, public speaking, sales | 
“@ promotion, advertising, how to) 
- hold sales meetings, business Eng- 


¥ 
* 


Hunting & Fishing offers adver- 
tisere a 450,000 circulation unique in 
character. H & F readers across the 
nation are not the once-a-year 
variety of sportsman. They are men 
who are enthusiastic, consistent 
hunters and fishermen —- sportsmen | 
who buy more because they go out- 
doors more often, week in, week 
out. They represent a mass con- 
: sumer market no advertiser of 
aa sporting goods or men’s products 

can overlook. 

The basic reason for H & F's 
outstandingly successful record for 
out-pulling, out-selling other out- 
door books lies in this type of read- 
ership. Get the facts on H & F and 
its readers. See the concrete evi- 
dence that proves Hunting & Fishing 
the best selling magazine in the 
field! 
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‘ one issue to the next on short ra-|the remaining 15%,” Mr. Tichenor|lin, Lucerne, Switzerland, de- , 
k Cooperator, Cut tions,” reports George Tichenor, asserts. He has submitted a report re — Se = orlg- 
ace buye editor of the Eastern Cooperative |on the situation to the House small 19a Jeweec odjecls in SUrOpE. | 
rocges: Te .e] Four Pages, League’s Cooperator. business committee, along with ene sega ato Macagin yer 
a. i P Mill The Cooperator, cut to four |numerous other small publishers, magazines will be used. bas 
and tin 2 its aper 11s pages by the newsprint shortage, |but pointed out that the commit- 


New York — Although “paper 
ills in the United States and 
ynmada are producing more than 
‘er before in history—110% of 
pacity,” 150 labor, liberal, trade, 
aternal and religious papers pub- 
shed at several plants in New 
wrk and vicinity “are living from 


Ameen ons 


foresees worse things to come. It 
expects the shortage to spread over 
the country in the next few 
months. 


“Two hundred papers—loud ex- | 


ponents of a free press—get 85% 
of the output available in this 
country while 17,000 scramble for 


tee has adjourned hearings indefi- 
nitely. 


Gubelin to Lindsay 

Lindsay Advertising Agency, 
New Haven, Conn., has been ap- 
pointed to handle advertising of 


Allen to Melvin Hall 


' Richard C. Allen, formerly pub- 
licity director of the Community 


Chest and United War Fund in| 
Buffalo, has been appointed di- | 


|rector of the new public relations 


department of the Melvin Hall | 


It’s a little 
embarrassing 


the New York branch of E. Gube-! Advertising Agency, Buffalo. blowing your 


T found an extra 


crop in my matlbox* 


ye. it was a red-letter day, when CAPPER’S 
FARMER arrived with that article on mixed 
pastures. I'd been having trouble with my 
bluegrass pasture—couldn’t get the summer 
forage for my stock that I wanted. Even a 
liberal application of ground limestone hadn't 
helped much. But this idea of mixed pastures 
—that was a new one on me. It made me 
think—and it made me act. Following the lead 
of that article, I disked alfalfa and clover seed 
into the native bluegrass sod. Sure, it was a 
big job. Seed, sweat and time cost money— 
but just look how it paid off. First I get lush 
spring grazing, then a two-ton per acre hay 


crop—and underneath is the rich bluegrass 
better than ever for later grazing. Is it any 
wonder that CAPPER’S FARMER has my 


complete confidence! 


%* Based on an actual case history from Capper’s 
Farmer files. 


Capper’s Farmer is a vital influence in the lives of 
1,300,000 Mid-America farm families. It is the one 
magazine keyed to their specific needs—the one maga- 
zine in which they have unfailing confidence. That's 
why ads in Capper’s Farmer have more selling power 

. . they're backed by the confidence of a great, 
enduring market. 


The Magazine Farm People 


Believe In... 


TOPEKA, KANSAS 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946, 


...and at the lowest 
cost per color page per 
thousand of any leading 

weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the 713 key cities where 50% 
of all retail business is done. 

@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American ” 
Weekly. i 

@ In addition, over 1,000,000 | 
families in places under 1000 
population also read this 
great national magazine. 

@ This includes men and wom- 
en in every walk of life, in 
every income group, inevery 
educational or — elass. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- = — 
gle medium for national ad- e me 
vertising . . . and for winning 
the enthusiastic support of local re 
merchants. & 


THE AMERICAN 


\VEEKL | 


FE- a 


“The Nation’s Reading Habit” 


MAIN OFFICE 
959 Eighth Avenue, New York 19, N. 
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the St. Louis | Market 


Of 1,786 Drug Stores in the rich 
sales area in and around St. Louis (the 
4.9th State), more than 1,080 are outside 
the City Limits! 


That means you really have to “get 
d” to get results in the St. Louis 
- And you can... by advertising 


y gets around in that area... the 


Louis GLOBE-DEMOCRAT. 


none blanketing the City, the 


\\ i =- grning GLOBE spreads to 87 surround- 
ST. LOUIS 7 in. counties in Eastern Missouri and 


Ps cuthern Illinois...is read by more 
pei of the families in 237 


F ‘And here’s what’s important... 
| tint the St. Louis GLOBE-DEMOCRAT is the 


7 ) | : 3 re “9 Jans daily that even claims to cover this 


, ie ¢ 


massive market successfully. 


Si. Lonis Globe-Bemocrat 
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The Creative Uan2 Corner 


There is no greater problem in a con- 
tinuing campaign, particularly when it is 
successful, than when and how to change 
it, to keep it fresh, without destroying 
the basic pattern of its success. 

Ever since this writer can remember 
there has been Campbell Soup advertising 
on what has come to be known as the 
Campbell Soup page in most of our lead- 
ing magazines. 

Through the years this has remained 
pretty much the same and while any 
pantry shelf survey will testify to its ef- 
fectiveness, it has, nevertheless, ceased to 


ML 


Cu ‘Vialehi lings loud -! 


You Ought to Know . 


Only novelists or propagandists find 
advertising agency executives a particu- 
lar “type.” Those whose acquaintance 
runs to scores of agency owners and 
managers find them as untypical as any 
other group of indi- 
viduals. 

Which brings us, 
quickly, to Allen Bil- 
lingsley, president of 
Fuller & Smith & Ross. 
If Allen can be typed, 
he must be presented 
as the business man- 
agency head type—a 
quiet, modest, soft- 
spoken man, not too 
fussy about his clothes 
and very definitely a 
competent practitioner—a man who 
would be completely at home in a gath- 
ering of college professors or bankers, 
and perhaps somewhat more quiet and 
self-effacing than a “typical” group of 
Sales executives. 

Perhaps some of Allen’s business-like 
approach to advertising is due to the 
fact that his father was a banker, as well 

a grain dealer and farmer, in Shelby- 
Ville, Ind., where Allen was born, and 
to the additional circumstance that Allen 

mself spent several years in the bank- 

g business. In spite of this, he says he 

never learned to keep a set of books. 

_ John Hill of Hill & Knowlton, Cleve- 
nd public relations firm, lived in the 

ext house to Allen in Shelbyville, and 
‘nese two old friends’ careers have been 

‘rangely parallel—from the days before 
‘orld War I when Allen worked on the 
elbyville Republican and Hill worked 
n the Shelbyville Democrat, until now, 


Allen Billingsley 


be nearly as exciting as it was when 
four-color advertisements for food prod- 
ucts were not the rule. 

Recently, however, Campbell has added 
new vitality to its advertising by drop- 
ping in between the endless plates of 
soup, now and then, an advertisement 
that is a distinct change of pace. 

Such an advertisement is the one re- 
produced here. And we think that it 
is not only an excellent job in itself, but 
that it also will increase the effectiveness 
of the next traditional soup page. 


CREAM OF MUSHROOM SOUP 


e ¢ Allen L. Billingsley 


when they both live in Cleveland and 
are in reasonably similar businesses. 

Young Billingsley, like so many others, 
started out as a carrier, but he was busi- 
ness manager of the paper—at $6 a week 
—during his final year at high school 
and before going to college. At DePauw 
University he majored in English, worked 
on the daily and ultimately became its 
editor, at the same time becoming one of 
the early members of Sigma Delta Chi, 
professional journalism fraternity which 
was founded at DePauw a few years 
earlier by Guernsey Van Riper of Sidener 
& Van Riper, Indianapolis agency, and 
others. 

By the time Allen got out of DePauw, 
Van Riper and Merle Sidener, who had 
both served stints on Indianapolis news- 
papers, had a going agency, and they in- 
vited young Billingsley to join them. He 
did, replacing a lad named Carl Acker- 
man, now the famed dean of Columbia’s 
school of journalism, and stayed five 
years—from 1913 to 1918—as a combina- 
tion production manager, media manager, 
junior account executive and writer, and 
winding up as secretary of the agency. 

Allen Billingsley wasn’t yet in the 
agency business, or out of the banking 
business, for good. New York’s famed 
National City Bank had started college 
training courses and eight or nine of his 
friends had joined the institution, so 
when he got a chance to join up, as the 
bank’s educational director, he went 
along. He stayed on that job for about 
three and a half years and then moved 
on into straight banking work—a con- 
firmed and rising bank executive, one 
would have said. 

But his interest in banking educational 


work led him, strangely enough, right 
back into advertising. With another mem- 
ber of the National City Bank staff, he 
worked up a mail course in banking 
which was distributed by the Review of 
Reviews. Needing some advertising, the 
young entrepreneurs sought the advice of 
that publication’s advertising director, 
who suggested that Harry Smith of Fuller 
& Smith would be just the man. As a 
direct result, Allen Billingsley went to 
Cleveland to work on the Westinghouse 
account as account executive for Fuller & 
Smith in 1923, and he’s been there ever 
since. 

Fuller had retired from the business 
about a year after it was founded, and 
Billingsley found a small but solidly 
established agency which was neverthe- 
less having some difficulties. A merger 
was proposed with what was then the 
Erickson Company, and while it didn’t go 
through, Smith decided to withdraw from 
the agency and join Erickson. Billingsley 
stayed on as a vice-president and became 
president in 1926, at the same time ac- 
quiring a major financial interest in the 
company. 

In 1930 the agency merged with F. J. 
Ross Company and assumed its present 
name, and even though Ross retired soon 
after, Billingsley decided against chang- 
ing the firm’s name. 

The agency had 90 employes in 1930; 
now it has 221 sprawled over a couple 
of big floors in Cleveland, 130 in New 
York, and ten or so in Chicago, where it 
recently opened its third office under Ed 
Lauesen, to serve War Assets, the tire 
side of Dayton Rubber, and a few smaller 
accounts. It is distinguishable from most 
agencies in two principal directions: 

It is one of the very few large agencies 
that is firmly entrenched in both the gen- 
eral and the business paper field; and a 
larger percentage of its total income 
comes from fees than that of any other 
large general agency. 

These conditions either stem from, or 
are the cause of the type of client roster 
it has—largely in the specialty field, in- 
dustrial, household and building, where 
distributors and dealers are exceptionally 
important factors, and their operation is 
more intimately tied up with the success 
of any merchandising operation than is 
true of small package goods, for example. 

They add up to an agency operation 
which is noteworthy for the manner in 
which it integrates advertising, sales pro- 
motion and merchandising; to one which 
performs all sorts of functions not too 
generally performed by agencies; and to 
one in which the number of employes 
per dollar of billing is considerably above 
the average because of the many col- 
lateral services performed. 

For example, Fuller & Smith & Ross 
is generally accepted as the largest pro- 
ducer of printed matter, displays and 
sales promotional material in the Cleve- 
land area; it has one of the very few 
agency film operations, which is 
equipped, if necessary, to do everything 
except the actual camera work; and it 
does a good many studies and research 
jobs, frequently working closely with in- 
dustrial engineers, which have no direct 
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relation to advertising. The only thing 
it won’t do is handle publicity and pub- 
lic relations. In this field the agency will 
do advising and counseling, but the ‘ac- 
tual public relations work is turned over 
to specialists outside the agency. 

This broadening of the usual concept 
of agency service makes complete sense 
to business man Billingsley, who is 
firmly convinced that advertising can’t 
operate in a vacuum, and that the inte- 
gration of advertising up and down the 
line with sales activities and sales pro- 
motion makes everything work harder 
and more efficiently. On many of the 
agency’s accounts, production and place- 
ment of advertising is a relatively small 
part of the agency’s work. 

But operating an agency that is con- 
siderably different from most doesn’t 
mean that Allen Billingsley has any feel- 
ing of aloneness in the business. Quite 
the contrary. He served as chairman of 
the American Association of Advertising 
Agencies in 1939 and again in 1944—the 
only man who has held the office twice. 
He was president of the Cleveland Ad- 
vertising Club for two terms and is tre- 
mendously interested in building adver- 
tising activities in Cleveland. He has been 
chairman of the local Better Business 
Bureau and is a sponsor member of the 
Advertising Council as well as a director 
of the Cleveland Chamber of Commerce. 

He has served on innumerable Four A’s 
committees, and is particularly interested 
in improving relations with media and 
improving the understanding of agencies 
by all who work with them. At present 
he’s heading up a Four A’s committee 
which is doing spadework on a new effort 
to improve the machinery of self-regu- 
lation in the advertising business. 

Much of Allen’s organizational efforts 
flow from his belief that the agency busi- 
ness needs more intelligent and organized 
effort to educate business on what it does 
and how it does it. “I think,” he says, 
“that the lack of knowledge of agency 
service is largely our own fault, and that 
we ought to start with the media and 
really help them understand what the 
agency.system is and how it operates.” 
And one might observe that if all agen- 
cies operated like F&S&R, and all agency 
heads spoke and acted like the quiet, 
competent, businesslike Billingsley, some 
of the necessity for this educational work 
might be eliminated. 

Allen Billingsley has no hobbies in the 
usual sense. As one of his business as- 
sociates puts it, his vocation, avocation 
and occupation are all the same—Fuller 
& Smith & Ross and the betterment of 
the entire agency business. The time 
other men spend at golf or cards or 
whatever, Allen puts in on his multi- 
tudinous committee activities. -- i» draw- 
ing plans for the agency, or in attempt- 
ing to improve advertising as a whole. 

Outside of business, his enthusiasms 
center around Mrs. Billingsley and their 
two boys—Henry, a Navy commander 
stationed in Washington, and Charles, 
who was in the Army and is now learn- 
ing the intricacies of the ad business in 
the Cleveland office. 
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Norge Marks Its 
20th Year with 
Broad Ad Drive 


DetTROIT—With two decades be- 
bs hind it, Norge division of Borg- 
~ Warner Corporation this year is 
embarking on an extensive adver- 
tising, sales promotion and sales 
training program designed to help 
maintain the strong competitive 
position it has attained. 

Backbone of the advertising pro- 
gram to push the “20th annivers- 
ary” line of Norge products will 
be a schedule of four-color pages, 
displaying the full line, to be run 
; consistently throughout 1947 in the 
3 mass-circulation weeklies. These 
ads will be supported with color 
Pages in women’s, farm, shelter 
and other magazines, with copy 
geared to do a specific selling job 


Are You 


during demand seasons for par- 


ticular products. 

Business paper advertising also 
will promote the full line in some 
instances, and will feature a new 
theme, “The best dealer in town 
sells Norge.” In addition, many 
new sales promotion aids are be- 
ing developed around the “20th 
anniversary” idea. 


Will Expand in Dailies 


Norge intends to step up use of 
newspaper space as competition 
for the sale of major household 
appliances becomes increasingly 
strong. 

To mark its founding in Jan- 
uary, 1927, a special program this 
month includes trade publication 
copy built around a “20 years of 
progress” theme and _ full-page 


newspaper ads in five major plant 
cities (Muskegon and Muskegon 
Heights, Effingham and Herrin, 
Ill., and Chattanooga) thanking 
residents and employes for their 
part in making the anniversary 
possible. 

A leader in the appliance field, 
Norge can recount the history of 
a man who refused to relinquish 
his faith in an idea despite what 
apparently were insurmountable 
difficulties. 

Its president, Howard E. Blood, 
returned to Norge’s predecessor, 
Detroit Gear Company, from his 
position as general manager of 


General Motors of Canada, to 
liquidate the business. Instead, 
he proceeded to rebuild it. 


In 1925 he “discovered” a unique 
rotary-type compressor in a St. 


| Louis inventor’s shop and decided 
|to apply it to refrigeration. He 
|built 100 models with the new 
| idea, which brought the compres- 
|sor out of the basement, but the 
|company directors did not share 
his enthusiasm and ordered an im- 
mediate end to refrigerator con- 
struction. Mr. Blood later gained 
control of Detroit Gear and re- 
sumed manufacture of the coolers 
with the “rollator” mechanism. 

The Norge line has since been 
expanded to include electric and 
gas ranges, washing machines, 
home heaters, commercial refrig- 
eration, farm freezers, water cool- 
ers and other products. It talks of 
a 2lst year “with more and better 
products more and better 
dealers.” 

Norge advertising is prepared 
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under the direction of Charles H. 7 
MacMahon, director of advertising | 
Campbell- {J.., 


and public relations. 
Ewald Company is the agency. 


Schmitt Joins KGO 


Frank Schmitt, formerly a pur- 
chasing agent of Basalt Rock Com- 
pany, has joined the local sales 
department of Station "KGO, San 
Francisco, succeeding Russ Shaffer. 
who has resigned. 


Appoints Erwin, Wasey 

Canadian Wallpaper Manufac- 
turers Ltd., Toronto, has appointed 
Erwin, Wasey of Canada, Toronto, 
to handle its advertising. 


Names Kelley V.P. 


H. P. Kelley has been named a 
vice-president of Russell T. Kelley 
Ltd., Hamilton, Ont., agency. 


Getting Your § 


NEW YEAR § 
BONUS? § 
| 


a ECEMBER 1, 1946 The 
ise Wall Street Journal at- 
. tained a net paid circula- 
tion of 95,574. 


il Effective December 30, 1946 
ng the following new circula- 
: tion guarantees have been 
ae: announced with NO in- 
; crease in advertising rates. 
The Wall Street Journal 
continues to deliver a sub- 
stantial bonus to its adver- 
tisers above its new guar- 
antees. 


CIRCULATION 
GUARANTEES 


Effective 
December 30, 1946 


Eastern Edition ....63.500 
An increase of 10,000 
stam Pacific Coast Edition 9.000 
Sa An increase of 1,500 
Le, 
— National Edition... .72,500 


An increase of 11,500 


Consider that The Wall 
Street Journal’s circulation 
has increased 178% in the 
six year period from Sep- 
tember 30, 1940 to Septem- 
ber 30, 1946. 


Consider that only one rate 
increase was made during 
this period—that of April 
1, 1946 of 35.71%. 


Consider that The Wall 
Street Journal delivers 
more management execu- 
tives per advertising dollar 
than any other horizontal 
business publication. 


Effective Selling to Business 


and Industry Begins With 
The Wall Street Journal. 


, iT BRINGS YOU SUCCESS! 


a THE — ~ aS 
WALL STREET 
- JOURNAL 


—E— New York 4, N.Y. 


A JOLLY LITTLE BRAIN-TEASER FOR AGENCY MEN AND ADVERTISERS: 


How do you rate these pictures 


for “interest value?” 


OTT oe ome me cy 


SSC RPSL NRARRRN YE I” SOE IES 88 SO EAE SERIE 
é ee ORE 
nae 


1. MORE INTEREST IN PHILADELPHIA OR ST. LOUIS? 


2. MORE INTEREST IN DETROIT OR PITTSBURGH? 


The folks who live, work and play in these 
towns not only will be stopped by these pictures— 
but will look at them and inspect them, because 
they will recognize them as part and parcel 
of their own particular environment. 


Group Gravure consistently are turned to by 90 
per cent of those people—and are given the high- 
est average inside page readership of anything 
in print. 


Know what this means to you? It means that no 
matter where your ad appears in Metro Group 
Gravure, it comes face to face with the largest 
assembled audience available anywhere today 
—and that means both men and women. 


All of which is by way of reminding you of the 
extra interest value deliberately and dramatically 
built into the 26 Sunday magazine picture sec- 
tions of Metropolitan Group Gravure. 


These are not standard supplements edited in one 
place for distribution the nation over. They are 
independently published, locally edited maga- 
zine picture sections—put together every week to 
be of top interest to 14,000,000 families who live, 
work and play in or near the nation’s top markets 
—folks who have a warm spot in their hearts for 
everything associated with the ‘“‘old home town”’. 
That’s why the magazine picture sections of Metro 


Even better—you may pick and choose among 
Metro Group sections—down to any 10 publishing 
cities—to match your particular sales picture or 
distribution pattern, and still get top market 
coverage and top inside readership. 


Have you heard the whole Metro Group Gravure 
story lately? 


THE NATIONAL NETWORK OF SUNDAY MAGAZINE PICTURE SECTIONS 
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)Atkins Elects Severns 


E. E. Severns, vice-president 
and general merchandise manager 
of T. A. Chapman Company, Mil- 
waukee department store, has been 
elected president of Frederick At- 
kins, Inc., New York, buying and 
research office. Mr. Severns suc- 
ceeds the late Clarence G. Shef- 
field. 


1,000-Watter Joins ABC 


WGFG, 1,000-watt station in 
Kalamazoo, Mich., will join Amer- 
ican Broadcasting Company on 
March 1 as the network’s 237th 
affiliate. 


Goldman Moves Branch 


I. A. Goldman & Co., advertis- 
ing, has moved its Baltimore office 
to the entire eighth floor at 7 St. 
Paul St. 


| | Mr. Bolam told AA the sta-| 
Bolam Heads New | jin: sate card varies be tine 


Y 2 day and language, and that rates 
Radio Lux Office beat from $70 to $600 for a 
New YorK—Radio Luxembourg, | quarter-hour. The station does not 
the big 200,000-watter which pre-_| sell spots. 
cipitated an international wrangle| The station is currently oper- 
earlier in the year as various|ated by Compagnie Luxembour- 
broadcasters tried to gain control|goise Radiofusion, its prewar 
of its facilities, opened a New | owner, and was released from 
York office at 175 5th Ave. last | control of the armed forces in 
week, headed by Guy Bolam, for- | November, 1945. The largest in- 
merly with J. Walter Thompson | dependently owned station in 
Company’s London office. Europe, it has a 600-mile primary 
The station is currently broad-|coverage area, and covers 80% of 
casting sponsored programs in/|Europe’s radio homes. 
French, German and English, and In prewar days, 
is considering sponsored blocks of |sponsorship was devoted 80% to 
time for Polish and Swedish|American products, and Mr. Bolam 
broadcasts. Its sustaining pro-|hopes to rebuild somewhat the 
grams are broadcast in a wide}|same structure. Currently, Coca- 
variety of tongues. 'Cola is the only American prod- 


| pany. 


English Probak (a _ proprietary) 
and William Hill (a company 
which operates Britain’s mammoth 
| football pools). 

| Mr. Bolam, who was head of 
radio for JWT’s London office, is 
|a member of Institute of Incorpo- 
lrated Practitioners of Advertising 
(roughly equivalent to the Four 
|A’s), and is a partner of Wallace 


47 


uct using the station, with the Editors Aid New York 


Radio Talent Hunt 


Radio editors of New York 
newspapers and radio and business 
publications will serve as judges 
in a contest sponsored by the 


'Radio Executives Club to select 


'tions will be 


| Attwood Company, London man- | 


|agement and market research com- 
He will represent Radio 
Lux. 


Radio Lux Tog Stone-O’Halloran 


Lippmann Engineering Works, 
Milwaukee, maker of equipment 
for pits, mines and quarries, has 
placed its account with Stone- 
O’Halloran, Milwaukee agency. 
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6. MORE INTEREST IN CLEVELAND OR NEW YORK? 


See Answers Below 


Metropolitan Group Gravure 
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2. Detroit. Anyone who’s ever been in Greenfield 
Village in Dearborn will recognize this quaint 
windmill. 


1, PHILADELPHIA. Indian Rock on the East River 
Drive in Fairmount Rark 


6. CLEVELAND. Public Square in America’s sixth 
largest city with Union Terminal in background. 


>». WASHINGTON, D. C. The Navy and Marine 
Memorial on Mt. Vernon Highway across the 
Potomac River. 


4. BALTIMORE. Washington Monument in fore- 
ground, with Peabody Conservatory on right. 


3. Boston. Everybody knows Faneuil Hall— 
everybody in Boston, that is. 


INDEPENDENTLY PUBLISHED AND LOCALLY EDITED FOR 14,000,000 FAMILIES 


| production manager 


the “most promising” artist on a 
broadcasting station of the Greater 
New York area in 1947. The sta- 
invited to submit 
transcriptions of their candidates 
for the honor, which carries a 
$250 cash award. 

Kenny (Senator Claghorn) Del- 
mar received a plaque from the 
National Laugh Week Foundation 
designating him the outstanding 
new comedian of 1946 during the 
Jan. 16 luncheon of the Radio 
Executives Club. Henry Morgan 
won runner-up honors. 


KCBC Appoints Crew 


Wayne Crew, formerly radio 
promotion director of the Des 
Moines Register and Tribune and 
of Station 
KRNT, has been appointed sales 
promotion manager of Station 
KCBC, Des Moines, which will go 
on the air Feb. 1. 
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100 PACKS 


for Every Person 
in the U.S. 


Enough tobacco was grown and 
sold in 1945 in “The Golden Belt 
of the South” to make 229 Billion 
cigarettes—11'% Billion packages— 
for which “Golden Belt” farmers 


were paid 242 Million Dollars. 


Unusual? Here’s an unusual news- 


Ralergh, North Carolina 


is the ONLY Morning and Sunday 
Daily published in this 33 county 
area. All-time high circulation— 


90,000 ABC PLUS. 


| Represented by THE BRANHAM COMPANY 
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Plumbing Journals 
Reduce Ad Rates 


New York—Following in the 
footsteps of Henry Ford II’s recent 
price reductions, Edwin A. Scott, 
publisher of Plumbing & Heating 
Journal and Plumbing & Heating 
Wholesaler, has announced an im- 
mediate reduction of 5% 
rates advertisers are paying for 
space used in combination in these 
two periodicals. 

Admitting he took his cue from 
the Ford move, Mr. Scott said, 
“We believe that advertisers will 
go ahead with larger volume than 
ever, once they see the cost spiral 


in the | 


held within reasonable bounds. 
And we believe that some pub- 
lisher must take the lead (and the 
risks) with drastic action in his | 
own modest way to that end. That | 
is why we have reduced our com- 
bination rates. We will stay with 
it to the last moment that sane 
business judgment permits.” 


Ainsworth Joins Wile 


Eric Ainsworth, formerly adver- 
tising manager of Schenley Dis- 
tillers Corporation and prior to 
that sales promotion manager of 
National Distillers Products Cor- 
poration, has joined Julius Wile 
Sons & Co., New York importer of 
wines and spirits, as sales promo- 
tion manager. 


Your advertising to a 
most profitable field through 


the most profitable medium 
will produce the best results 


‘Named Waco Distributor 


| Parks Aircraft Sales & Service, 
|East St. Louis, Ill., servicing pri- 
ivate flying throughout six states, 
has become distributor for Aristo- 
craft, four-place airplane made by 
Waco Aircraft Company, Troy, O. 
Parks also has signed a new con- 
tract with Engineering & Research 
Corporation, Riverdale, Md., for 
distribution of Ercoupe, two-place 
plane, in four midwestern states. 


British Admen Invited 


The British Advertising Asso- 
ciation has been invited to send 
a delegation to the 43rd annual 
convention of the Advertising 
Federation of America to be held 
May 25-28 at Hotel Statler, Bos- 
ton. 


Liquor Paper Changes 


Liquor Publications, New York, 
will change the name of Wine & 


| Liquor Retailer to Package Store 
| Management, 


effective with the 
March issue. The change in name 
is being made to emphasize that 
the publication, a merchandising 
monthly, is the only national pub- 
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ADDRESSES ADWOMEN—Frances Farmer Wilder, consultant on daytime pro- 
grams for the Columbia Broadcasting System, addresses the Midwest Intercity 
Conference of women's advertising clubs in St. Louis, declaring there is a need 


for more research in radio commercials. 


the Women's Advertising Club of St. 
Lee Brashear, conference chairman, 


At left is President Norrie Passino of 
Louis. At Miss Wilder's left are Ellen 


and Elon G. Borton, president of the 


Advertising Federation of tein 


lication devoted exclusively to 
wine and liquor package store 
interests. 


— its many weird activities, Science has been 


tampering with the love life of the lowly onion. 


Gentleman’s editorial pages, hybrid corn has added 


590,000,000 bushels to the nation’s 


annual crop. From 


Before its privacy was invaded, each variety of onion 
fathered only its own kind. But prying plant breeders 
found one species—just one—whose sex life could be so 
changed as to alter all its progeny. From this onion, 
seedsmen have developed hybrids that yield up to 1500 
bushels per acre, as against the 200-bushel national aver- 


cre 
age . 


. . a race of super-men among onions! 

The complete story of the hybrid onion is told for the 
first time in the January issue of Country Gentleman. 
It is only another chapter in Country Gentleman’s never- 


ending serial on important hybrid developments. 

Just as Country Gentleman readers get the onion 
story first, so back in 
1923 they learned first 
about hybrid corn. 


Backed by Country 


corn the hybrid idea has been worked on fruits, vegeta- 
bles, poultry, cattle, hogs . .. and promptly reported 
in Country Gentleman. Only last summer its readers 
were told about the new types of dairy cattle, hybrid- 
crossbred to produce record yields of milk and butter 
fat. 


No magazine has given farmers as much or as timely 
and trustworthy news of hybrid developments as Country 
Gentleman. It has increased their production and income, 


and provided America with better foods at lower cost. 


The hybrid story is only one of the reasons why 
Country Gentleman is regarded as “America’s Foremost 


Rural Magazine”... . 
. an opinion that advertisers must share, for they 
invest more dollars in Country Gentleman than in any 


other farm magazine. 


(or (= 


INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


‘47 Ad Budgets 
May Reach Peak, 
Borton Forecasts 


Sr. Louis—The nation’s adver- 
tising expenditure this year may 
soar to an all-time record, $3 bil- 
lion, but admen must use all of 
the qualities they brag so much 
about to meet the problems of 
1947, Elon G. Borton, president of 
the Advertising Federation of 
America, warned the _ inter-city 
conference of women’s advertising 
clubs here Jan. 11. 

Vision, adaptability, drive and 
plenty of will to work will be 
needed, Mr. Borton declared. And, 
he added, it will be up to business 
to provide the necessary facilities 
and conditions. The job is to sell 
more goods than ever before, he 
said, against sharp competition in 
a growing buyers’ market. It is up 
to government, management and 
labor to clear away the hold-back 
fears and doubts, and provide pro- 
duction of goods and advertising 
tools. 

Problems to be met, the AFA 
head declared, include increased 
mechanical and media costs, new 
technical developments, changed 
income groups due to the war, 
new products and changed sources 
of old products, new competition, 
and the public demand that ad- 
vertising not only sell goods but 
also help consumers buy more in- 
telligently. 

Mrs. Francis Farmer Wilder, 
consultant on daytime programs 
for Columbia Broadcasting Sys- 
tem, predicted that 1947 will see 
extensive research in color tele- 
vision, both technically and from 
the standpoint of actual programs 
and commercials. 

The midwestern conference was 
attended by 150 advertising 
women, including visitors from 
adclubs in Detroit, Chicago, Mil- 
waukee, Toledo, Minneapolis, 
Cleveland and Peoria. Mrs. Ellen 
Lee Brashear of the Women’s Ad- 
vertising Club of St. Louis served 
as conference chairman. 


| Thompson with Stoody 


Ralph S. Thompson, formerly 
with Smith & Drum Advertising 
Agency, has joined Stoody Com- 
pany, Whittier, Cal., manufacturer 
of hard-facing metals, as assistant 
advertising manager. His connec- 
tion with Stoody was originally 
'given erroneously as advertising 
manager, a post which is retained 
| by Alex T. Robinson, who has 
been the company’s advertising 
|manager for some time. 


Cardinal Games Signed 

| Exclusive broadcasting rights to 
|all 154 St. Louis Cardinal games 
'in 1947 have been granted the 
|Griesedieck Bros. Brewery Com- 
jpany, St. Louis. Stations WTMV 
;}and WEW, St. Louis, will carry the 
‘broadcasts over both AM and FM 
transmitters. Ruthrauff & Ryan, 
St. Louis, is the agency. 


ay 


Advert: 


‘Tray 
Feb. 
Fact 


NEW 
aimed é 
consume 
editorial 
factual 
maps an 
specific ] 
its appeé 
newsstar 

The 1 
“Travelt 
tion and 
a month 
copy or 
tion. Ce 
four-cole 
on almo 
size will 
tribution 
America 

Edwar 
Henry K 
dent of 
hind th 
Maier, ti 
Inc., sec 
followin; 
presiden 
Chambe} 
Kraeler, 
ministra’ 
Kowne, 
Statler 
George ' 
chase Pé 


James 
dent of © 
of Comn 
editor of 
is publis 
Williams 
the Min 
merce Af 
tor; Ran 
of Bookl 
tion, ma 
Mosca, f 
more fr 
Newswe 
ment, ar 

Porter 
sistant | 
New Yor 
business 
Wilhelm 
and trea 
Press C 
culation 

Adver 
clude M 
land, J¢ 
South, ¢ 
west, J. 
Coast a 
Canada. 


Form | 


Thom: 
with N. 
delphia, 
a consul 
231 Kea 


WEL 
went 


yout Wn 

pein © 
50 yrce 
panne 


\t skit 
job 0 
a 
pre 
ni 


\ 
‘ 


e sis mt ; He f hg bes : ses Bs ; x) an * st va y : acten oy E 
ieee ; 
eee 
<p ares Ra ae Ea Ree: 9 PS,” eee ce = 
ORS — oe Soe eee ay Pt ee > SS ee: oe 
fig o>. a Beker. Re ee! ee ee a . ae ee : 
Cn 2 PF eas ae s Be hates ee a 
“Pe a am ee Se a oo ies a oe 
ee + 22 alee Ladin ir 2 iG J at F 4 << Bs | ie a 
pele Foe ‘ ond Be eae he Oe ‘Sy é Ls ia ve + so 
2 pes See <5 5 ie 3 of Ft gee 
72 ete asia eee at Sy. 8 a: oa wt ® oe : + Bee Soe BF 
“Wea es ~~. we > — ee Bi is t 
a Penh ee ee ee 60 “as = 4 
‘ : | er ek ee Pie a ll ee RRL ey agg mos : Pe 
ost pean cake 4 Be << gira eee 4 
: ee we i“ Po as Pees aig 
Dee ee : ee ins Yok 3 ce ee ee ee Eee et 
cot catalina ee. OR ON ee eee Cee 
eh Se te a A ee 
gillliass Shh OF ae, 5 a i 3 —— i Ee GR ee ae 
a ) 2 ar a oe op 2 ik ee 
cue i lama aia Bt od ieee es oS ae o> oe | Ul yy ‘ 
raw a * fe eee te : * * a 
Fee a “Re ae : xa A) Ee a Mien) : 
ee “i re ere +. 32. ere - > ane F 
a et. aiee Ce ee, 4 “a 
4 ie Ne | . 
| he | a ” Se CY 
e } a re. ee ee oS a es Banco” t= 
7 ; ge i See : aS ee = 
fii. 2 ee RS ie 2 - ~ 
ae Bote a es i ‘ 
Sa ets ed ae sae —— a , 
eee . 
Se } 
7 —_——————_——————eeeeeeeeeeeeeeeeee— 
ati ao is “2 | i 
hi aaa 
—. qrage Lo 
‘eet. . 
ie ae 
alls 4 gas oF 700.000 | Ee 
CS ee hichaiaetasaeneaeneinatinines 
ABE ee 
: GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 
4 | 
sess 
ma 
haa : | 
ko —S 
ane 
HG 
ae 
wy y) . 
ie ‘a £ . ~. 
aaa : SS ee 
ot ey 7% \. Bee, 
5 2 “ \ } See | 
es se _ 2Us A | 
po ae A oe a 
Tee j or } ah re : ’ 
a F i Be ee _ oe at N 
‘iam pax ¥ as ¥ Sieer” 
oT fd / f ‘ oe Be, il 
; ae bs 
j a 
— eee? f/f es a rie 
oy: ee fa j | — i‘ an 
Be mee i ff \ es (i 
" Sle “a i j ; § ee + * S . “s Sas 
| ao } Se |). ili 
i oT ’ PALS = , I oe _ 
a eA i ; — | f } ae SS | 
; oe th i siaaal gi Boge -_ | : 
= dade VAR es — -« | 
— ee, A Ne or wearer ; — ll kl 
meapoual za * KC « i, . A 4 eg Ga Ate poe % | H ‘ SS be ee a if 
- he " es y oe pee H a 
: os A ti eee a +». 
aa : a ‘ i fees / i — «= 
3 =. \ : ie fy i a 
onl ea a % é ga ba, f S— 7 
oor ¥ e > ma 4 ref - . é ee = Lene 
es od) | Nes | : — «+» ie 
fe _ = e ad d . Z- { bi SS = ae 
.s a er a oe ; — oy a ce g 
- 5 - F es ee ‘ — | é 
i a J ‘A ~ a." ¥ . ; é — Reset eS ‘a . iad 
- ee 4 3 i: 4 = ee 3, Se eee i 
_ eo @ f , e . ee Ree S is . ee ae a j 
Ry, ore 4 pee . 3 o - 
et ad a} ee 
Kee oo - - ~, CaN 4 : a big eo ope aa £ 
eee oe Pa e % Bees oo a : f " 
as 2 ae = . ca .%\. j - = iB — * —- 
* be: a — om | 
: ~OmDPC- - | 
4 oe : | 
i . | 
2 : , eC 
=3%: ie : 
te 
ils gl 
a . 
a 
“4 a 
er Soe 
es ic. fay 
> vite a 
eae 
Bice ti 
pean. 
a a 
een is, 
, ee BP 
oo ae 
+ , Aa , y 
» —_— Se 7 
Va hg g x) I 
\ ma. or sS g \ 
‘ f << , 4 - \ 
‘ ' | = eh 
- “ SY 
ce fk \ 
*. « 
Y ‘ ’ 
¢ 
oo “i ~ ee 
. Ps Pe Ks 
¢ * . : . P P 
fe? st —— No magazine can match the record of Country Gentleman in promoting the progress of American Agriculture 
«® = | 
, 4 yn + ee: ~ ; < 7 ‘ ote > : : aa : ’ ey} . : $, en : ye a Sag RAL cus 4 =F ; R ead ee ves : Fees te al r a 


» 1947 


tk, 
ts 


adver- 
r may 
53 bil- 
all of 
much 
ms of 
ent of 
ym of 
ar-city 
rtising 


e and 
ill be 
. And, 
isiness 
cilities 
to sell 
re, he 
tion in 
t is up 
it and 
1-back 
le pro- 
rtising 


» AFA 
reased 
5, new 
langed 
> war, 
ources 
atition, 
at ad- 
ds but 
re in- 


Nilder, 
grams 
| Sys- 
ill see 
r tele- 
1 from 
grams 


ce was 
ising 

from 
, Mil- 
apolis, 
, Ellen 
’s Ad- 
served 


dy 
rmerly 
rtising 
Com- 
acturer 
sistant 
onnec- 
ginally 
rtising 
stained 
10 has 
rtising 


ned 
ghts to 
games 
od the 
Com- 
WTMV 
rry the 
nd FM 
Ryan, 


a 


Advertising Age, January 27, 1947 


‘Traveltime,’ Due 
Feb. 1, to Stress 
Factual Material 


New YorK—A new magazine 
aimed at the rapidly expanding 
consumer travel market, with an 
editorial policy keyed to detailed 
factual information plus articles, 
maps and photographs describing 
specific places and trips, will make 
its appearance on the nation’s 
newsstands the end of this week. 

The new publication, entitled 
“Travelttme—The Nation’s Vaca- 
tion and Travel Magazine,” will be 
a monthly priced at 15 cents per 
copy or $1.50 per yearly subscrip- 
tion. Covers will be printed in 
four-color, with additional colors 
on almost all inside pages. Trim 
size will be 83gx11% inches. Dis- 
tribution will be handled by the | 
American News Company. | 

Edward J. Kelly, president of 
Henry Kelly & Sons, Inc., is presi- | 
dent of the new corporation be-| 
hind the magazine, with ouis | 


Maier, treasurer of Edgar S. Bibas, | 
Inc., secretary-treasurer, and the 
following directors: James Lundy, 
president of the Queensborough | 
Chamber of Commerce; Joseph | 
Kraeler, former Manhattan ad- | 
ministrator of OPA; Frank A. Mc- | 
Kowne, former president of the | 
Statler Hotels Corporation, and | 
George Tilyou, owner of Steeple- 
chase Park, Coney Island. 


Danahy Is Editor 


James W. Danahy, vice-presi- | 
dent of the West Side Association 
of Commerce and former day city 
editor of the New York American, 
is publisher and editor; Perry S. 
Williams, former vice-president of 
the Minneapolis Civic and Com- 
merce Association, associate edi- 
tor; Ranald Savery, former editor 
of Bookbinding and Book Produc- 
tion, managing editor, and August | 
Mosca, formerly with Esquire and | 
more recently art director of 
Newsweek’s promotion depart- 
ment, art director. | 

Porter Caruthers, formerly as- | 
sistant business manager of the | 
New York Herald Tribune, will be | 
business manager, and George J. | 
Wilhelm, formerly plant manager | 
and treasurer of the Country Life | 
Press Corporation, will be cir-| 
culation and promotion manager. | 

Advertising representatives in-| 
clude Meade & Co. in New Eng- | 
land, Joseph R. Jacoby in the| 
South, C. R. Larson in the Mid- | 
west, J. W. Conrow on the Pacific | 
Coast and Douglas R. Oliver in| 
Canada. 


Form Art Service Firm 

Thomas H. Collard, Cormnenty | 
with N. W. Ayer & Son, Phila- | 
delphia, and Al Luhrs have opened | 
a consulting art director service at | 
231 Kearny St., San Francisco. | 


| 
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Robert Scholle Moves 


Robert M. Scholle, formerly a 
vice-president of Station WLIB, 
Brooklyn, and _ previously sales 
manager of Station WQXR, New 
York, has joined the New York 
office of Concert Program Maga- 
zines, representative of 39 pub- 
lications throughout the United 
States. 


Adds PR Account 


American Flange & Mfg. Com- 
pany, New York, manufacturer of 
Ferro-Therm Steel Insulation and 
Tri-Sure closures, has appointed 
the American Public Relations As- 
sociates, New York, to handle its 
public relations and news pro- 
gram. Celia Agress, formerly as- 
sociated with Music Corporation 
of America, has joined American 


Public Relations as executive di-| 
rector. 


Gets Fashion Account 


Manson-Gold Advertising 
Agency, Minneapolis, has been ap- 
pointed to handle the account of 
the women’s coat, suit and dress 
division of the Twin City Apparel 
Industries. Copy will stress the 
importance of building the name, 
‘Minnesota - Inspired” garments. 
The campaign will be built around 
fashion releases to newspapers and | 
magazines. 


Mendex Corp. to Harris 


Mendex Corporation, Cleveland, 
manufacturer of textile conserva- 
tion and plastic products, has 
placed its advertising with Ralph 
Harris, New York. 


IN HELENA, OVER 80% OF THE 
OWN SHOOTING IRONS . 


The monthly poll of Eagle Opinion showed that in 
Helena, Montana and three other typical Aeries 
83.6% of the Eagles in those cities own their own 
rifle or shotgun. We admit being a little surprised 
by that figure, too. This is just one example of 
what over 1,000,000 Eagles buy, and the Fraternal 
Order of Eagles is growing at the rate of 28,000 
each month. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 
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EAGLES 


Magazine 


704 WARNER BUILDING + MILWAUKEE 3, WIS. | 


BIGGEST JANUARY 


Because advertisers know that the Progressive Grocer covers the food field where 
sales count most. Its circulation of more than 71,000 is tested and proved. Built on 
years of food trade experience, it covers the key retailers, the wholesalers, the . 
brokers and the chain headquarters that sell or directly influence the sale of 90% of 


the $15,000,000,000 volume of grocery and combination stores. That's coverage where 


IN 26 YEARS 


More advertising dollars were invested in this January 
issue of The Progressive Grocer than in any previous 


January issue 


in our history. 


coverage pays — where the bulk of the food and grocery business is done. 


That’s why advertisers keep the trade informed of how to sell more of 


their products by using more pages and investing more advertising dollars in) 


The Progressive Grocer tha 


where the best 
retailers in the 
food trade 
get their best 
selling 
information 


n in any other food trade publication. 


The 


PROGRESSIVE 
GROCER sain seein 


of the grocery trade 


NEW YORK « CHICAGO + SAN FRANCISCO «+ LOS ANGELES 
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Everlast Appoints D-F-S Discloses 
Everlast Metal Products Corpo- 


> : - | . 
ration (aluminum giftwares) has | 
appointed Jasper, Lynch & Fishel, | Top 10 Agencies 
New York, to handle its consumer | s ° “372 
advertising account, including sub- 1n Radio Billings 
sidiaries Goldscheider-Everlast ; 
Ceramics Corporation, Trenton,| CHICcAGo — Dancer - Fitzgerald- 
N. J., and Sturditrays of Cali-|Sample’s Chicago office released 
fornia. The 1947 campaign will be | last week a list of the “ten lead- 
the company’s largest, involving |ing agencies in total radio time 
consumer magazines, giftwares | pilling during 1946, as shown by 


and housewares business papers, | * P 
department store newspaper tie- the netw orks,” revealing D-F-S 
far out in front. 


ins and radio participations. 
The top 10, as reported by 


Joins Shaw-LeVally D-F-S for 1946 (and as reported 
by the Publish Inf i 
Lewis H. Scurlock Jr., formerly y * ublishers Information 


account executive of Curtis Pub- Bureau for 1945) are shown in the 


se" peng i table 

lishing Company, has joined ACCOMPANY NE : , 
Shaw-LeVally, Inc., Chicago, in| This, said D-F-S, is the 
the same capacity. |thirteenth year this agency has 


Any subject. Any place. 
Any time. 


PHONE 


RAPID COPY SERVICE - 


STATE 5977 


Chicago 6, Ill. 
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1946 1945 
eeuaae $20,669,288 $18,792,000 
Soncatn 11,878,850 13,049,000 
es ae 10,997,471 14,790,000 
RPoay 9,219,941 9,059,000 
sian 7,470,357 8,154,000 
vat aaa 6,925,301 6,477,000 

ttatls 6,473,993 6,350,000 
ee 6,387,128 5,963,000 
es ees 5,467,224 5,161,000 
ie Act 4,481,265 4,093,000 


been the top radio agency. 

(Three of the major radio net- 
works—ABC, CBS and Mutual— 
publish their annual billings by 
agencies, but NBC releases no 
billings figures. In New York, an 
NBC spokesman said that the net- 
work had compiled, and sent to 
NBC’s Chicago office among 
others, the year’s billings by agen- 
cies, but said that these figures 
were not for publication and 
would not confirm the figures ob- 
tainable through a little subtrac- 
tion from the D-F-S totals. There 
was not much doubt, however, that 
the figures were accurate.) 


Keating Boosts Amsteen 


Walter R. Amsteen, director of 
advertising and sales promotion, 
has been named general manager 
of C. S. Keating Associates, Chi- 
cago, exclusive national sales rep- 
resentative for Housewares by 
Norris of Los Angeles. Paul G. 
Glenkey, formerly merchandising 
consultant on home _ furnishings 
for Abbott Kimball Company, has 
been appointed to succeed. Mr. 
Amsteen. 


Free & Peters Adds KEX 


Free & Peters has been ap- 
pointed national representative of 
Station KEX, Portland, Ore. 
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Member: AMERICAN NEWSPAPER ADVERTISING NETWORK 


OVER A QUARTER MILLION CIRCULATION 


Sunday 258,489 AM 156,572 PM 88,122 


ABC Publishers’ Statement 6 Months Ending September 30, 1946 


Sell Markets, 
Not Ad Budgets, 
Agencies Advised 


Network Discusses 
Higher Production, 
Media Costs 


WASHINGTON — With costs stil] 
on the upgrade, executives of the 
National Advertising Agency Net- 
work meeting here Jan. 18-19 
were advised to sell their client on 
programs to maintain their “rela- 
tive position in the market” rather 
than a flat budget figure. 

This was suggested by Henry J, 
Kaufman, Washington agency 
president, as eastern regiona] 
members of the network mulled 
over current advertising problems, 
including many stemming from in- 
creased production and space costs, 

Where budgets are less flexible, 
agency executives were urged to 
“pinpoint” their attacks to insure 
the most efficient expenditure of 
money. 

Howard Swink, Marion, Ohio, 
agency chief, saw the possibility 
that the “third or fourth best 
buys” would be eliminated a 
agencies trimmed business paper 
budgets. Mr. Kaufman questioned 
the urgency of institutional adver- 
tising in national media for clients 
‘with relatively narrow distribu- 
tion. 

Would Re-use Plates 


| 


Other cost savers mentioned by 
Mr. Swink included the re-use o! 
plates in preparing direct mail ma- 
| terial and the use of “good” black- 
and-white rather than color ads. 

Robert Maurer, Kaufman radiif 
director, mentioned contingencf 
‘funds and labor clauses, as safe-J) 
guards against increased radii 
costs. The latter enables the clien 
to cancel or rearrange his pre 
gram, at the agency’s discretion 
in case of wage and talent scale 
| increases. 
| Mr. Maurer believes transcrip 
tion costs can be cut by “doing: 
_ clever job with less talent. Use! 
| trio instead of a quartet,” he ex 
plained. 

When many of the agency ne} 
work executives complained tha 
'they were unable to “break into 
| the good spots on local stations 
|Mr. Maurer agreed that they wou! 
have to “creep in” as a result 0 
“shadow work” with the statia 
personnel. 

Agencies which have spots unde! 
contract know of approachin 
cancellations before other agencié 
or even before the station, he ex 
plained. 


‘Client Changes Name’ 


While in many cities, station 
will not sign a contract with a 
agency unless the client is nam 
several members found that on 
the agency has a contract in hané 
“the client changes his name.” 

Representatives of the variou 
agencies estimated that an arb 
trary 25 to 35% of retailer adve! 
tising money might go to radio, bY 
most agreed that radio should n° 
be expected to produce immed'a'4 
sales. 

Several of the participating ©* 
ecutives felt that sales manuas 
and other material should be a? 
dled on a flat fee instead of © 
mission basis. 

Paul F. Witte revealed that 
Detroit agency had built a p! 
able service in “point of sale” ™® 
terial. Grossing $60,000 to $70 
a year, this “attractive business 
rests on effective use of litho’ 
raphers’ services. » 

J. G. Craig told how his W# 
mington agency had made its 2 
department pay. Set up as a S¢€P 
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arate service, with its own set of 
books, it bills the agency at an 
The agency adds its 
fee. 

Several of the agencies were 
concerned over mergers and sales 
which had cost them clients, but 
most looked forward to expansion 
during the coming year. 

Several executives warned 
against taking on new accounts 
unless they were financially sound. 
Roland Ullman, Philadelphia 
agency president, reminded them 
that many agencies failed in 1932 
pecause their clients failed. He 
urged members to review their ac- 
counts now to find new market 
opportunities for their clients, and 
to anticipate casualties. 

Despite rising costs, Mr. Swink 
believes that business papers have 
a better story to tell today than 
ever before. He feels that they 
are doing a better job editorially. 
“Trade paper advertising is care- 
fully read by those seeking new 
ideas,” he observed. 


Build Budgets Slowly 


He believes the agency should 
be careful to select clients who can 
use its services, Budgets should 
be built “slowly and soundly,” so 
the agency “can grow with the ac- 
count,” he said. 

Mr. Kaufman agreed that agen- 
cies should pick accounts to fit 
their organization. “Like a depart- 
ment store, an agency builds up 
capacity, and goes after those who 
can support it,” Mr. Kaufman ex- 
plained. 

While Mr. Kaufman considers 
1947 billing prospects good, he ex- 
pressed the view that manufac- 
turer clients may eventually suffer 
from short range planning now 
going on among retailers. With 
retailers promotion moving in 
spurts, he sees danger of jams in 
distribution channels. 

He believes it unwise to allow 
clients to think of their advertis- 


) ing in terms of previous budgets, 


with costs running as they are. 
“Money must be the last objective 
if the client wants to hold his 
place in the market,” Mr. Kauf- 
man said. 

“Sell the client on the idea of 
keeping a strong position in the 
market,” he advised. “Tell him 
this is the space, time, billboards 
that will do the trick. Discuss cost 
later. Only the client knows what 
his position in the market is 
worth.” 


Urges ‘Pinpoint Attack’ 


A strong advocate of “impact 
advertising,” Mr. Kaufman called 
for a “pinpoint attack” to develop 
consumer acceptance in the mar- 
kets where the client is able to 
back his advertising. 

Asserting that the client ‘can 
only be king in his own country,” 
he cautioned against brand accept- 
ance advertising in national pub- 
lications for clients with limited 
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| distribution. 


He cited an insur-| 
ance company, with 60 branch of- 
fices. Analysis showed that na- 
tional advertising for this firm was 
70% wastage. 

Others recognized that national 
advertising during 1947 might be | 
useful to gain a foothold in new 
territories for 1948, when selling | 
will be harder. 

One member summarized the 
dilemma raised by mergers and 
other client “deaths.” “Let us have 
a Wagner Act of our own,” he said. 
“It should be illegal for another 
firm to absorb one of our clients, 
but fair enough for our client to 
do what he pleases to strengthen 
himself.” 


Appoints Van Wagner 
Albert E. Van Wagner, formerly 
assistant advertising manager of 
Interchemical Corporation, has 
joined the copy department of St. 
Georges & Keyes, New York. 


D’Orsay Doubles Drive 


Parfums D’Orsay, New York, 
through Morton Freund Advertis- 
ing Agency, will double its spring 
advertising expenditure, with 
magazine and newspaper cam- 
paigns scheduled to run from 
February through May to promote 
Intoxication and Le Dandy Parfum 
|and Eau de Toilette. The magazine 


| schedule calls for 17 color and 


four black-and-white pages in 
seven class magazines, supported 
by weekly newspaper insertions in 
26 key cities. 


Names Iafrate, Frazier 


Frank Iafrate has been ap- 
pointed production and art direc- 
tor of Ben Kaplan, Providence 
agency. Betty Frazier, previously 
with Station WPRO, Providence, 
has joined as a copywriter. The 
agency has been named to handle 
the advertising of Troob-Gordon 
Company, Providence, manufac- 


turer of Little Folks jewelry. 


Nunn-Bush Shifts 


J. B. Buchanan, treasurer and 
one of the founders of Nunn-Bush 
Shoe Company, Milwaukee, has 
been elected president, succeeding 
Henry L. Nunn. Other new officers 
are Charles G. Nunn, general fac- 


tory superintendent, vice-presi- 
dent; Donald Bartley, style ex- 
pert, treasurer; and J. Cabell 


Johnson, of the sales department, 
secretary. 


Hubbard Joins Colle 


Robert Hubbard, formerly with 
Knox Reeves Advertising, has 
joined the copy staff of Alfred 
Colle Company, Minneapolis. Be- 
tween jobs he took time out to 
finish a novel entitled “No Man Is 
an Island.” 


‘Issues Visual Aids Book 


Kenneth B. Haas, retail training 
director of Montgomery Ward & 
Co., Chicago, and Harry Q. Packer, 
state director of distributive edu- 
cation in West Virginia, have col- 
laborated on a new book, “The 
Preparation and Use of Visual 
Aids.” (Prentice-Hall, New York; 
$4.) Each of the book’s 13 chap- 
ters is devoted to a _ practical 
presentation of some visual aid 
which can be used in any training 
situation, and emphasizes where 
to find, how to prepare and how 
to use these aids. 


To Small, Brewer & Kent 


The Sun, Attleboro, Mass., has 
appointed Small, Brewer & Kent 
as its national representative. 


ADVERTISING 


TORONTO, MONTREAL WINNIPEG, 


GIBBONS KNOWS CANADA 
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CALGARY EDMONTON VANCOUVE 


Your letterhead is 
representative. 


command attention 


= 


NEXT TIME WE ORDER 
LETTERHEADS, LET'S HAVE 
SOMETHING WE’RE PROUD OF 


It can lend impor- 
tance to any message it carries, 
make the right first impression, 


or it can be a business liability. 


If it’s time to check up and mod- 
ernize your letterhead, Hammer- 


Are you ashamed of 
your present letterhead? * 


It’s easy to redesign your letterhead...New Hammermill Book shows how 


your business 


and respect... 


mill’s newest management 
book can help. Called “Your Next 
Letterhead,” it outlines the essen- 
tial elements that should appear in 
a good letterhead and provides some 
26 examples of effective design. 


It is a real “show how” book that 
you will use. Just send the coupon. 


idea 


15 ROSCOE ST., CHICAGO 15, ILLINOIS | 
inn oo 


LOOK FOR THE WATERMARK ...IT 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


MIMERMIR 
BOND : 


Companion papers for office use include 


| and Hammermill Duplicator = 


RIGHT!... AND 
HERE’S A BOOK THAT 
WILL HELP US 


Good paper is a requisite for a good letterhead, but it need not be extravagantly expensive paper. Hammermil! 
Bond—improved in color and quality since war’s end—meets all requirements at moderate cost. With your copy of 
“Your next Letterhead,”’ we'll Include the sample book of new Hammermill Bond. 


Hammermill Paper Company, 


1459 East Lake Road, Erie, Pennsylvania 


Please send me—FREE—a copy of “Your Next Letter- 
head,” and include the sample book of new Hammermill 


Bond. 
Name 


Position 
(Please attach to, 


or write on, your business letterhead) AA1-27 
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Senate Committee Mixup 
Delays Action on Census 
Wasuincton — As if there are 
not enough obstacles, legislation 
for a Census of Business now faces 
a jurisdictional fight between the 
civil service and interstate com- 
merce committee of the Senate. 
In the confusion stemming from 
the change in Senate rules as a 
result of Congressional “stream- 
lining,” S. 6, the McCarran bill on 


By STANLEY E. COHEN, Washington Editor. 


make it a matter for the interstate 
commerce group, but he promises 
to reconsider when the rush sub- 
| sides and he has a chance to re- 
|read the rules. 

| The drive for legislation to au- 
‘thorize the census will have to get 
‘under way in the next few weeks 
if the job is to be done this year. 
Not much can happen, however, 
until the Senate knows who has 
to carry the ball. 

* 


ae a8 


the census was referred to the in- 
terstate commerce committee for | 
study. 

It was a surprise to the clerk) ‘There are signs of strenuous ef- 
there, for the reorganization bill ‘forts to straighten out the tangle 
states quite clearly that all mat-|of over-lapping government sta- 
ters related to the census are to g0 | tistics. First step toward consoli- 
to the civil service committee, dation is a joint FTC-SEC pro- 
headed by Sen. William Langer|gram collecting cost and profit 
(N. D.). The Senate parliamen-|data from approximately 10,000 
tarian feels that the commercial | concerns in 532 industries. Before 
implications of the business census | the war, when the agencies acted 
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separately, FTC reported on 4,500 
firms in 86 industries. 


industry shortly to fill gaps in the 

program for housing statistics. 
Despite the fact that half a 

dozen agencies have figures in 


government has the data it needs 
on production, inventory, finance 
and other aspects. 

Non - agricultural employment 
was at an all-time peak, just short 
of 41,000,000, during the Christmas 
season, Bureau of Labor Statistics 
reports. These figures are sobered 
by other BLS reports which show 
the purchasing power of weekly 
paychecks down 16.7% between 
V-E Day and October, 1946. A 


| 10% reduction in hours worked per 


week, shift to low wage industries 


WHAT DOES THE STAR 


Generations of Washington residents have learned to 
depend on what The Star says. 


feet 


Almost a century of continuous publication has built a reputation for The Star that makes it an 
accepted member of the family circle. That reputation is based on accuracy, fairness, reliability 
and readability. Of The Star's daily circulation of 21 1,064 (Sunday—226,094) about 
95% is concentrated in the area where the people who read The Star do their shopping; 80% 
of this circulation is delivered to the home. 


Such facts can be claimed by few daily newspapers anywhere and none but The Star 


in Washington. This explains The Star's dominant position in the American Capital; its 


successful use as a preferred medium by advertisers who 
want to reach, most of the people with the news 
of what they have to sell. 


DAN A. CARROLL, NEW YORK e J. £. LUTZ, CHICAGO 


TON. 


Evening 


Star 


Along the | 


same line, NHA is meeting with | BLS estimates. 


and a 17% increase in living costs 
(as of October) are reflected in 


There are now 3,650,000 busi- 
ness firms in the United States, 


| more than ever before; 810,000 
|more than there were at the war- 
this field, neither industry nor |time low in 1943. The comeback 


began shortly after V-E Day. By 
June, 1946, the business population 
had regained the ground lost since 
Pearl Harbor. Though there is a 
continuing advance in the number 
of businesses, Commerce Depart- 
ment finds that the rate has slowed 
down considerably. Incidentally, 
Commerce now has booklets telling 
what the newcomer ought to know 
about . . . 40 ventures such as a 
laundry business, weekly newspa- 
per, jewelry store and others that 


ex-servicemen may be tempted 
_to try. 
| ok * * 

The latest in veterans’ benefits, 
sponsored by Rep. Jesse Wolcott, 
(R., Mich.), chairman of the in- 
\fluential House banking committee, 
sets up a special “RFC” with half 
a billion dollars to make loans to 
vets for business opportunities and 
for public works “where such con- 
struction would materially aid in 
the employment of veterans.” The 
\“Veterans Employment and Na- 
| tional Economic Development Cor- 
poration” also would render tech- 
nical advisory services, conduct 
\studies and research and would 
| purchase surplus property for re- 
\sale to veterans (H. R. 157). 
| * ok ae 

FTC will hold hearings to learn 
|whether Standard Brands is com- 
|plying with an order issued in 
1939, to assure equal discounts to 
| all bakers purchasing its yeast. 
|Recently FTC has heard that 
|Standard Brands is selling yeast 
at prices far below those its com- 
|petitors can match. If Standard 
| Brands is selling yeast below cost, 
the commission may decide the 
|order has been violated. Standard 
Brands is reluctant to reveal its 
cost figures publicly. It had hoped 
FTC would hold preliminary 
studies behind closed doors, until 
it was sure it was on the right 
track. 

ca % * 
Broadcasters are endorsing 
NAB’s drive to toss out FCC rules 
which prevent them from “edi- 
torializing,” though they know it 
will complicate their lives. For ex- 
ample, when FCC had to consider 
whether the Texas Quality Net- 
work had been fair in allotting 
time to primary candidates, it 
noted that newspapers allied with 
three of the stations had opposed 
the supposedly offended candidate. 
FCC said that he had a special 
claim for time to answer—if he 
wanted it. The Texas case was 
closed, but it shows what “edi- 
torializing” can start. 

ok * * 

Though its priority powers ex- 
pire March 31, CPA has set up a 
program to double freight car pro- 
duction for 1947. Car builders 
have promised to follow the blue- 
print when CPA disappears. . .Sen. 
Arthur Capper (R., Kans.), has 
reintroduced his bill to bar liquor 
advertising from interstate com- 
merce. . . Demand for FM chan- 
nels for Boston, New York, Chi- 
cago and Los Angeles has been so 
heavy that FCC is “freezing” a few 
good ones for the future. . . Forms 
have gone out for the fifth census 
of religious bodies. Taken every 
10 years, it shows number of mem- 
bers, number and value of 
churches, and facts on expendi- 
tures for salaries, running ex- 
penses, repairs and missions. 


Flents Names Doner 


Flents Products Company, New 
York, has named W. B. Doner & 
Co., Chicago, to handle the adver- 
tising of its anti-noise ear stopples 
and Flents light shield products. 
Industrial magazines and news- 
papers will be used for the spring 
and summer campaigns. 
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GIVE so your RED cross 


can carry on! 


RED CROSS PLEA—Typical of sample 
advertisements which will be furnished 
in mat form to newspapers throughout 
the country is this 1,000-line copy, to 
spearhead the second postwar drive of 
its kind to be conducted by the Amer- 
ican Red Cross during a four-week 
period beginning Mar. |. Lennen & 
Mitchell, New York, prepared this and 
other advertising material, serving as 
volunteer agency for the Advertising 
Council. 


Strause Frozen 
Pies Introduced 
in San Diego 


San Dieco—Outdoor posters that 
last fall asked the teaser, ‘‘What’s 
Never Been Frozen Before?’’, have 
this month, with other media, an- 
nounced new Oven Ready frozen 
pies made by the Boston Strause 
bakery here. 

The bakery is headed by Mon- 
roe “Boston” Strause, who devel- 
oped the frozen pie here and oper- 
bakeries in Los An- 


will expand distribution of the 
elsewhere in the U. S. fol- 
lowing the test here. 

[he campaign this month has 
included two-color newspaper ads 
n all dailies, spot announcements 
three stations, outdoor, 
street car cards and dealer aids. 
Pies are packed in _ four-color 


} packages designed to sell the prod- 
» uct from the darkened interior of 


frozen food cabinets. 

Copy emphasizes that house- 
wives can prepare the pies “as 
easy as pie’ and “practically at 
the drop of a hat,” merely by 
browning them in the oven. They 
are called economical in cost and 
unexcelled in taste. 

Phillips Company here handles 
the account. 


Norman V. Clements, formerly 
director of advertising and pub- 
city for United Aircraft Corpo- 
on, East Hartford, Conn., has 
een appointed director of ad- 
tising and_ sales promotion. 

Paul W. Fisher, with the company 
e 1942, has been named direc- 
of the new public relations 
irtment. 
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Names Merritt V.P. 


Kinsey N. Merritt, general man- 


ager of public relations of the 
Railway Express Agency, New 
York, has been appointed vice- 


president in charge of traffic, suc- 
ceding the late C. A. Frey. 


To Gebhardt & Brockson 


Arcade Manufacturing division 
of Rockwell Mfg. Company, Free- 
maker of refrigeration 
hardware, foundry molding equip- 
ment and other industrial prod- 


ucts, has placed its advertising 
with Gebhardt & Brockson, Chi- 
cago. Business papers and direct 
mail will be used. 


Opens Detroit Branch; 


Parrish Heads Setup 


Johnston Export Publishing 
Company, New York, publisher of 
American Exporter and American 
Exporter—Industrial, has opened 
a regional office at 1351 Book 
building, Detroit. E. E. Parrish, 
formerly assistant manager of the 


Allied Products division of United 
States Steel Export Company, has 
joined American Exporter to rep- 
resent the publication in Michigan, 
Kentucky and Indiana, with the 
exception of the Fort Wayne area, 
as regional manager, with head- 
quarters in the new Detroit office. 


Y&R Transfers Rowell 


Loren J. Rowell, New York ac- 
count executive of Young & Rubi- 
cam, has been transferred to the 
executive staff of the Hollywood 
office. In New York he handled 
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Foods accounts as 
Bluing Flakes, 
and 


such General 
Jello, LaFrance 
Calumet Baking Powder 
Satina. 


KSL Boosts Rate 


Station KSL, 50,000-watt clear 
channel CBS affiliate in Salt Lake 
City, on Jan. 16 raised its hourly 
rate from $350 to $375 as a 
“logical adjustment in line with 
increased circulation and general 
values.”’ CBS advertisers using the 
station are protected for one year 
at the old rate. 


CP You cant cover 


California's Bonanza Beeline 
without on-the-spot radio 


California's great central valleys plus Reno and wealthy western 
Nevada — this is the vast Beeline market and it’s a bonanza! 
It absorbs more retailed merchandise than San Francisco 


and Seattle combined. 


But it’s a market set apart by mountains — mountains that 
stop most outside radio signals cold. So, to radio-sell California’s 


Bonanza Beeline, you need on-the-spot radio. 


That means the five BEELINE stations. Each of this group 
(not a network or a chain) dominates its community. KFBK 
Sacramento, for example, with a 26-week nighttime local show 
rated an astounding /8.6 in a recent Hooper survey — 
outstripping the next best station nearly 6 to 1! See what any 


or all of these Beeline stations can do for you. 


SACRAMENTO, CALIFORNIA e@ 


PAUL H. RAYMER CO., National Representative 


Its impossible op 


MCCLATCHY BROADCASTING COMPANY 


KMJ KERN KOH KWG KFBK 
Fresno (NBC) Bakersfield (CBS) Reno (NBC) Stockton (ABC) Sacramento (ABC) 
5000 watts 580 ke. 1000 watts 1410 kc. 1000 watts 630 ke. 250 watts 1230 ke. 10,000 watts 1530 kc. 
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WANTED IMMEDIATELY! 


Service Director 


TO CONTACT OIL HEATING 
CLIENT’S DISTRIBUTORS 


The job: Coordinating agency-prepared 
cooperative advertising campaign with 
on the road 26 
scheduling, 


client's distributors; 
putting it across, 
training field outlets in promotion; in 
the office 26 weeks helping prepare 


it; we do the entire job for client. 


weeks 


The man: Free to travel; veteran over 
30 with oil heating or appliance dis- 
tributorship experience preferred; a 
knowledge of advertising copy, lay- 
out, production with commanding per- 


sonality and ability to sell essential. 


The salary: $5,000-$6,000 bracket, with 
all traveling expenses; bonus to pro- 
ducer who can get peak use of co- 
operative funds from distributors. 
Phone, wire, or write 


John R. Adams, Vice-President 
THE W. H. LONG CO. 


YORK e@ PENNSYLVANIA 
York 6220 


WANTED 


ACCOUNT EXECUTIVE 


Who Can Develop Accounts 


Here is a chance to get in on the ground 
floor of an expanding operation . . . the 


Chicago office of a 4A agency needs a) 


top-flight man—one who can join a con- 
genial group and help it build. Some- 
one who has proved his ability to get, 
hold, and develop accounts through con- 
structive thinking, good contacts, and 
real effort . . . a man who wants perma- 
nence, profit, and pleasure in his work. 
To such a man we offer strong support 
and a highly attractive stock-participat- 
ing arrangement. Our staff has seen 
this advertisement. Write in complete 
confidence to 


Box 6644, ADVERTISING AGE 
100 East Ohio Street, Chicago 11, Illinois 


WANTED 


COMMERCIAL 
ARTISTS 


Leading mid-South medical manu- 
facturer requires a number of ex- 
erienced commercial artists. Must 
Cove at least five years’ practical 
experience in art department of 
advertiser, agency, or one of the 
big label companies. Several 
good lettering men are needed, 
two or more illustrators and re- 
touchers, one or more figure and 
layout men. Write fully. Paul 
Shilling, Art Director, Plough, Inc., 
Memp ts l, Tennessee. 


ADVERTISING 
AGENCIES 
thoroughly experienced 
RADIO MAN 


® Now employed by leading N. Y. 
agency desires to make a change 

@ Produced many and varied 
broadcasts—experienced in client 
contact developed new radio 
ideas—orchestrated for bands 
knows radio advertising and 
showmanship from A. to Z 

@ Married willing to move to 
Chicago coast Replies con 
fidential. 
Box 

330 W. 


or 


AGI 
N. ¥ 


6638, ADVERTISING 
42nd St., New York 18, 


ADVERTISING ASSISTANT 


Here is the opportunity for you to obtain 


The rates for this department are as follows: 
50 cents a line, minimum charge $2. 
light body face 34 per line. 
hursday noon, 11 days preceding publication date. 


and “Representatives Available,” 
aces per line; 


Box numbers add two lines. 


THE ADVERTISING MARKET PLACE 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
Figure bold face heads 25 letters and | 
Terms cash with order. 
Display advertisements take card rates. 


RA dbo ie 


Forms close | 


WANTED 

& PUBLISHING 
POSITIONS 
the 


HELP 
ADVERTISING 
ALL TYPES OF 
Placements anywhere in 
United States 
GEORGE WILLIAMS—Personnel 
299 S. State St., Har, 2063, Chicago 
EDITOR 
young and aggressive. 
National ABC Trade Pub- 
lication. Must have editorial back- 
ground, publicity and production ex- 
perience, 


experienced, 
Needed by 


Box 8648, ADVERTISING AGE, 
100 E. Ohio St., Chicago ae, Blt. 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 
PUBLISHERS’ REPRESENTATIVES 


NEEDED; NEW YORK—MIDWEST 


—WEST COAST 


|Publisher of national boy and girl 
|magazines, one of which has had a 
|successful circulation acceptance the 
past nine years, will presently an- 
nounce a space campaign with cir- 
culation recognition. Protected and 
}exclusive territorial rights will be 
|granted. Write stating fully past 


experience, and magazines 


represented. 


present 


Box 8€87, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 
| WANTED: Young Ad Solicitor by 
active, internationally-known mo- 
tion picture trade paper. Salary. 
Write giving experience, back- 
ground and salary expected. Must 
be a plugger. 
Box 8689, ADVERTISING AGF 
330 W. 42nd St. New York 138, i ae 


E DITOR FOR PLANT PAPER 
|Old established Chicago Manufac- 
turer employing 800 has opportunity 
for young man to edit plant paper 
and engage in personnel work. 
Should have technical training and, 
if possible, some shop experience 
Position requires man with pleasing | 
personality, character and ability 
to work with people. 

Box 8712, ADVERTISING 

100 E. Ohio St., Chicago 
National 
caRo area 
man (25-35) 


AGE, 
Pay, (Biss 


in Chi- 
young 
rough 
know 


Trade association 
has position for 
capable of good 
}iayouts, copy, and production 
| how. Write immediately, giving 
education, experience, age, and sal- 
ary expected, Please enclose sam- 
ples (will be returned promptly). 
30x 8724, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


MENS DEPARTMENT 


| COPYWRITER, Adv. Agcy. $10,000 
SALES MGR, Off. Supvr L0,000 
PUBLICITY, Chain Store.... 10,000 
BET. Wis ACV. AGCY........ 7,500 
ECONOMIST, Gen. Exp.... 7,000 
SALES PROM, to farmers 6,000 
ADV. MGR. Auto parts...... 6,000 
LAYOUT ARTIST, Agcy. store 6,000 
|'PROD. MGR. Publisher...... 6,000 
| PUBLICITY, Trade Assn..... 6,000 
RESTAURANT MGR. Chain... 6,000 
|SALES PROM. Beverage.... 9,200 
ADV. MGR. Asst. Appli..... »,200 
ADV. MGR. Boiler Mfg.... 5,200 
ART, DIR. ASST. Agcy..... 5,200 
DISPLAY MAN, Stores...... 5,200 
PROD. MGR, Ady. Agcy 4,800 
F INSS DE PARTMENT 
COPYWR » Hair goods... 5,000 
COPYWRITE Instructor... 4,500 
COPYWRITER, Visualizer... 1,000 
COPYWRITER, Sales Analyst 3,600 
COPYWRITER, Idea Woman $4,000 
COPYWRITER, <Appliances.. 1,800 
HOME ECONOMIST, Test kit 1,800 
EDITOR, Foods, Publ...... 1,200 
GROUP SPEAKER, Arts 3.900 
ANMTIST, Design, plan......- 1,000 
THE HONES COMPANY 
14 E. Jackson, CHICAGO, Suite 1515 
CREATIVE LAYOUT ARTIST 


Suceessful, rapidly growing 1-A 
Agency requires man with previous 
Agency or studio experience to as- 
sist Creative Director. He must 
be capable of designing, advertising 
material (newspaper, magazine and 
trade paper ads, direct mail, bill 
boards, ete.), making layouts from 
which finished art work can be pro- 
duced. A thorough knowledge of ty- 
pography is imperative and the abil 
ity to indicate figures is desil 
able 
This agency already is sizable & is 
growing very rapidly, serving clients 
in key cities in the Middle West 
Here is a onee é ifetime oppor- 
tunity to build a real future in a 
cheerful city 
Mail complete qualifications ref- 
erences, recent photograph and im 
ples ll applications will be 
kept in strictest confidence Your | 
references will not be checked until 
you Blve permission after a per 

na interview which will be ar- | 
ranged at our mutual convenience 
if your qualification meet your re 
j iren nts 

Miichea B. Mitchell, 
Creat Director 

\I R. Koy ver Co Advertising & 

Marketing, 10th Flr, Realty Bldg 
I sville 2, Ky 


jtact 
;}Space «& 
ts | industrial «& 


HELP 
ADVERTISING 


WANTED 
& PUBLISHING 


Recognized Personnel Service. Up- 
erating nationally since 1914. Con- 
ndential intermediary. Both to Km- 


ployer and Employee. 
SHAY AGENCIES 
30 W., Wasnington St., Chicago 2 
LAYOUT MAN 
National Detective Magazine pub- 
lished in New York City wants tech- 


nically competent man for roto lay- 
outs. We preter a young, ambitious 
man with original ideas. Under- 


standing 
and the 
ferred, 
five a 


of pnotography essential 
ability to take photos pre- 
This job starts at seventy- 
week. If you are interested 
and can fill the bill, you will be 
given tull charge and a tree hand 
and an opportunity to goa long way 
with a young and rapidly growing 
publishing house. Ali replies will 
be treated in the strictest confi- 
dence. Don’t send samples. Just 
tell us all about yourseif in your 
first letter. 
Box 871i, ADVERTISING AGE, 

330 W. 42nd St., New York 18, N. Y. 
EXPERIENCED ADV. SALESMAN 


capable of preparing and writing 
sound retail advertising and assist 
the retailer in organizing his sales 


plans. A good opportunity exists in 
an Ohio city of 50,000 with salary 
commensurate with ability. 


Box 8690, ADVERTISING AGE, 
__ 100 E. Ohio St., Chicago 11, Ill. 
NEW YORK ACCOUNT EXECUTIVE 


“A young, aggressive and experi- 
enced account executive is needed by 
a rapidly growing agency. He will 


be 


We 


headquartered in New 
want the 


York City. 
kind of young man who 


can prove his worth by delivering 
some business when he starts. It 
he can bring with him half enough 


to support himself, 
the other half.” 

Box 8721, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 

ACCOUNT EXECUTIVE 

“Rapidly expanding, Southern adver 
|} tising agency, with New york offce, 
| wishes account executive for South- 
ern territory. Must be in position 
to produce immediate billings. Our 
| Stat knows of this ad.’ 

Box 8722, ADVERTISING 
100 E. Onio St., Chicago 11, L11. 
Southern Manufacturer and Whole- 
saler of lumber and building ma- 
terials wants man or woman, experi- 
enced in advertising field for com- 
bination sales promotional and ad- 

vertising job. 
Box 8725, AGE 
100 E, , Chicago 11, Ill. 


POSITION WANTED 
AMPLE SAMPLES 


we'll gamble on 


AGE, 


ADVERTISING 
Onio St. 


For you if you have opening for 
girl copywriter, 12 years newspaper, 
radio, agency experience. Visual 


preferred. N. Y. or Chicago. 

Box 8697, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 
2 YOUNG MEN desiring position 
in adv. firm. Previous exp. 4 
yrs. production, 1% yrs. RKay’s 
School of Advertising—specializ- 
ing in general Advertising course. 
Contact—Harrison 3480, Chicago. 
Ask for Mr. Bute. 
AMBITIOUS YOUNG 
to write copy, public 
Ieditorial and some agency 
ence, Missouri graduate, 
gent with personality. 

Box 8710, ADVERTISING a 

100 E. Ohio St., Chie ago 11, Ill. 

M ARKET RESEARC H 
Ilex perience: years’ interviewing, 


MAN, WANTS 
relations. 
experi- 
intelli- 


tabulating, running taste test lab. 
and generally assisting leading re- 
se arch director. College Training; 


Business administration and 
Interested in small 
pany or agency. 

30X 8§718, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 
DO YO NEED an experienced 
Advertising Manager with art abil- 
ity? Maybe we can desolve our 
problems together. 

Box 8714, ADVERTISING A¢ 

100 E, Ohio St., Chicago 11, 
LET ME DO rough layouts and copy 
in your small agency. Five years 
of Advertising Managerial experi- 
ence, 

Box $715, ADVE 

100 ia. Ohio St. 


finance. 
growing com- 


1E 
ah, 


tTISING AGE, 
( ‘hie ago 11, Ill. 
EXECL TIVE ASSISTANT 
ve. man (26) to assist a 
exec Can handle copy, 
work, some prod. & buying 
time). jackground; 
agency. Currently 


Exp 
ady. 


busy 
cone 
(art, 
radio, 
with 


med. size agency in this capacity. 
Asks $4,500 a yr. 
Box 8708, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, IIL. 


FLORIDA REPRESENTATIVE 


Advertising woman, experienced in 
advertising agency, printing, pub- 
lishing, fashion, publicity and 
radio work, permanently located in 
Miami, wants to handle your busi- 
ness in esate’ area 

Box 8717, ADVE RTISING AGE, 

10 Is Ohio st Chicago 11 11] 


|; OugNnly 
} OL 
| tising, 


POSITIONS WANTED 
ADVER'TISING MANAGER 
Respunsipie Qown-to-earihn auvertis- 
ing executive employed in Minneap- 
ULIS, agesires permatienhl pousilion 
WitLn top-light manuracture:. ‘nor- 
eXperienced In ali Phases 
and consumer aavyer- 
analysis, saies pro- 
reiations, Age 
owner—willnug 


inauustrial 

market 
motion, and public 
4o—Marriead—nome 
to move anywhere. Salary $9,UUv. 
Avallable March 17. Highest rerer- 
ences. Kmpioyer Knows of this ad. 
Your connaence respected, 


Box 8716, ADVERTISING AGE, 


100 Ek, Onio St., Chicago 11], Lil. 
AD EXECUTIVE AVAILABLE 
if your agency, mtgr. or retail store 
requires seasoned ad. mgr., now in 
responsible retail pos., wno believes 
merch. comes first to get the most 
trom each adv. dollar. Learned 
merchandising and ady. the hard 
way through 14 years with national 


retail chain and mail order organiza- 
tions. Now in Chicago, location sec- 
ondary to opp. 

box 8719, ADVERTISING AGE, 

100 E, Ohio St., Chicago 11, Iii. 

ADVERTISING MANAGER 

seek opportunity for further de- 
velopment. Primarily idea man and 
copywriter but knows merchandis- 


Advertising Age, January 27, 


ition of Part One of 


ing and sales promotion. Past ex- 
perience with famous retail store 
and leading brand manufacturer. 
Background ideal for creative work 
with up-and-coming agency or as | 
advertising manager for manufac- 
turer. Have gone as far as 1 can 
in present spot but maybe IL could 
do things for you that would mean 


better things for me. 
Box 8718, ADVERTISING AGE, 


100 E. Ohio St., Chicago 11, Il. 
Artist, young woman, desires em- 
ployment in art dept. of advz. 
agency. 3 years solid experience 
in creative layout, clean commer- 
cial illustrations and some letter- 
ing. 

Box 8726, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Iil. 
Young man with 10 yrs. commercial 
radio, 2 yr. agency experience, 
looking for position with large 
or medium sized agency as radio 


executive. 
AC i BE, 


account 
ADVERTISING 


director or 
Box 8720, 


330 W. 42nd St., New York 18, N. Y. 
Veteran with 2 yrs. Civilian paper 
experience, 2 yrs. army paper. De- 
sires editorial position with trade 
paper or house organ. Excellent 
reterences, 

Box 8723, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


DO YOU NEED A MIDWEST 
SPACE SALESMAN? 
Now repre sent an export publication 


business 


Ad- 


trade or 
the domestic 
Straight commis- 
all expense for 
Headquarters Chi- 


but want a good 
magazine to sell 
mgr and Agency. 
sion arrangement 
my own account, 

cago. 


pete ml. ala 706, 


Warrenville, 
REPRESENTATIVE WANTED 
PUBLISHER’S REPRESENTATIVE 
WANTED 


| 
| 


to represent leading regional trade 
paper in its field. Want intelligent 
man under 35 with trade paper ex- 
perience and agency following in 
New York and New England terri- | 
tory Present commissions substan- 
tial. Send production record, refer- 


ences, photograph and other details 
first letter. 

Box 8709, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
CUT PRINTING COSTS 1,000 offset 
81%4x11 printed $3.95; 5,000 $15.75. 
Larger quantities less; 48 hour serv- 
ice; samples, price list free. 

FIDELITY COMPANY, 
Parkersburg 2, W. Va. 


BUSINESS DEVELOPMENT 
Sound tactics plus Written-Sales- 


manship creates buyers and cap- 
tures the greater results! Nation- 
ally-known, top-flight Writer-Sales- 
man & Mail Order Specialist will 
put maximum efficiency into your 
sales literature Details free. Over 
2550 clients served. Dynamic 4x8% 
booklet “Business Development” & 
other valuable brochures sent post- 


paid $1. Satisfaction guaranteed, 
CHANNING CRADDOCK 
#1 Kuster An., Salt Lake City 2, 


PUBLICATION WANTED 
Will buy trade or class magazine. 
Give complete particulars. 
Box 8679, ADVERTISING a 
100 EB. Ohio St., Chicago 11, I) 


SPOTS! SPOTS! SPOTS! 
announcements written for 
your particular needs by the writers 
of of the country’s top spots! 
Reasonably priced Send for in- 
formative brochures called WHY 
SPOT ANNOUNCEMENTS ¢? 
Box 8704, ADVERTISING 
330 W. 42nd St., New York 


Utah 


Spot 


some 


AGE, 
is, 4s. X 


Morgan-Jones to Houck 


Morgan-Jones, a newly formed 
exclusive sales organization for a 
number of North Carolina textile 


home furnishings manufacturers, 
has appointed Houck & Co., Ad- 
vertising, Roanokc and Richmond, 
Va., to handle a national adver- 
tising, merchandising and _ sales 
promotion program for Scotland 
Imperial Hobnail bedspreads, 
Morgan dishcloths and dish towels, 


@ young reliable, well educated assistant 

University graduate (MA with excellent 
practical experience in the general over- 
all advertising field Wide experience in 
research, production and writing 

Box 6642, ADVERTISING AGE 
100 E. Ohio Street, Chicago INinois 
’ ’ Ss 


Tuftwick tufted bedspreads, Caro- 


lina tufted rugs for bedrooms and 


baths, and a line of printed table 
cloths. Offices of the sales organi- 
zation are at 58 Worth St., New 
York. 


Mogge Agency Ups Three 


Edward J. Lund, art director, 
and Edward Kromnacker, man- 
ager of the St. Louis office, have 
been elected vice-presidents of 
Arthur R. Mogge, Inc., Chicago 
agency. Mr. Kromnacker will con- 


tinue as manager of the St. Louis 


office. George H. Crosby, assistant 
art director, has been named art 
director succeeding Mr. Lund. 
Griswold Promoted 

Leavitt E. Griswold, formerly 
assistant advertising manager of 
all divisions and manager of the 


drug order department of Schief- 
felin & Co., New York, has been 
named advertising manager of the 
drug division. 


1947 


Launches Series 
of New Consume, 
Study Booklets 


NEw YorK — With the publi: :- 
“The Ccn- 
sumer - Buyer and Distributio ,.” 
the Committee on Consumer Re a- 
tions in Advertising has launctl eq 
a projected series of pamphlets or 
schools, colleges and adult ccn- 
sumer study groups. The ser es 
will deal with marketing, methc ds 
and consumption economics. 
Part One consists of two lesson 
“The Consumer ‘in Our Society” 
and “The Consumer Market.” The 
first deals with an analysis of our 


iz 


economic system, its principles, 
how prices are determined, price 
policies now in use, etc. The 


second discusses consumer market 
characteristics, influences on con- 
sumer demand, and a preliminary 
statement of the essential prob- 
lems in the selection of goods. 

Subsequent booklets will discuss 
|}consumer buying information, ad- 
| vertising, labelling of consumer 
‘goods, consumer education, and 
distribution in relation to the con- 
|sumer. Questions, problems, proj- 
jects and references accompany 
‘each lesson. 


Kearney, Dickely Join 
Bothwell’s NY Staff 


Frank A. Kearney, most re- 
cently an account executive and 
| executive assistant to the president 
of Dancer-Fitzgerald-Sample, and 
iJ. J. Dickely, a member of the 
|creative staff of Ted Bates, Inc. 
have joined the New York office 
of W. Earl Bothwell, Inc. Mr 
Dickely will be copy chief. 

Mr. Kearney entered the adver- 
tising profession in 1919, and has 
been associated with Calkins & 
Holden, Churchill-Hall, and 
Blackett-Sample-Hummert and its 
successor, D-F-S. Mr. Dickely be- 
gan his advertising career in 1926 
with Federal Advertising Agency, 
and later fas with Benton & 
Bowles, Lord & Thomas _ and 
Blackett-Sample-Hummert. 


TOP . FLIGHT 
SALES . ADVERTISING 
or GENERAL MANAGER 

Available 


Thoroly experienced in national 
tion and sales of foods, beverages, home 
appliances. Excellent merchandiser, cre 
ative planner and administrator. Know: 
market and sales analysis, sales prom 
tion, sales training, plant management 
production, personnel and public rela 
tions. Excellent background and record 
Age 43. Married. College trained. Addre 


Box 6643, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, IIlino 


distribi 


HUMAN ENGINEERING 
AND 
SALES TRAINING SCHOO 


Will sell all or part interest at a bo 
gain to person or group qualified 
operate or assist. Highly 
institution with valual 
copyrights and proven training cours 


reputal 
well known 


Box 6645, Advertising Age 


100 E. Ohio St., Chicago 11, III 


ADVERTISING 
SALES MANAGER 


For Eastern publisher A B 
papers. Must have success! 
trade paper selling record, gi 
resume experience, ability, 
ary desired. 


Box 6646, Advertising Age 
330 W. 42nd St. 
New York 18, N. Y. 
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itilities’ Group 
avites Bids for 


17 Copy Contest 


PITTSBURGH—Competitors in the 
1\47 Better Copy Contest of the 
P blic Utilities Advertising As- 

iation may make entries in any 
of 17 contest classifications, ac- 
co ding to Herbert Briggs Jr., 
Pp} ladelphia Company, 


Ve I. 
he annual competition, inaugu- 
rated by the association in 1924, is 
said to be the nation’s oldest ad- 
vertising contest. Classifications 
be judged this year include 
newspaper ads, employe publica- 
tions, bill enclosures, direct mail 
pieces, special booklets, window 
lisplays, outdoor advertising, an- 
nual reports to stockholders, mo- 
tion pictures and radio advertis- 
ing. Entries must be in the hands 

f committee members by March 
3, with the exception of annual 
reports, for which the deadline is 
April 1. 

The contest, said Mr. Briggs, is 
open to all public utilities, regard- 
less of membership in the associa- 
tion. Syndicated material is not 
eligible. Material may be sub- 
mitted either by the company or 
its advertising agency. National 
winners and honorable mentions 
will be announced in all 17 classi- 
fications. Awards and certificates 
will be issued to winners at the 
association’s annual convention in 
June. 


Kenyon & Eckhardt 


Names Braun V.P. 

Kenyon & Eckhardt, New York, 
has elected Joseph P. Braun vice- 
and has consolidated 
the space and 
time - buying de- 
partments under 
his supervision. 
Mr. Braun joined 
the agency in 
1933, and until 
his most recent 
appointment has 
been assistant 
secretary and 
media director. 

Within the 
newly merged 
department, 
Frank Palmer remains chief of 
adio time buying, and David J. 
Gillespie and Robert Erath are in 
harge of magazine and news- 
paper space buying, respectively. 


J. P. Braun 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


who is! 
ice) ving as contest chairman this 


Church Street, N.Y.C.7,N. 


Y. 


E* 


BSF&D Appoints Bayle 
and Hamilton V.P.s 


Herbert R. Bayle, director of 
media for the Detroit division, and 


H. R. Bayle 


L. Hamilton 


L. Grant Hamilton, account ex- 
ecutive, have been appointed vice- 
presidents of Brooke, Smith, 
French & Dorrance, Detroit and 
New York agency. 


Lever Names Roche A.M. 


Michael J. Roche, assistant ad- 
vertising manager, has been ap- 
pointed advertising manager of 
Lever Brothers Company, Cam- 
bridge, Mass. He has been with 
the company for the past 27 years. 


CITIZEN OF 
TEST TOWN, U.S.A... 


The South Bend. Indiana market is a perfect cross-section 
of America’s industrial-agricultural structure. The U, Ss. 
Government chooses it for important tests and studies. It is 
the market you can trust for accurate tests. And “Test 
Town, U.S. A.” is covered to saturation by one newspaper. 


Soulh Bend 
~ Oribune 


STORY, BROOKS & FINLEY, INC., National Representative: 
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aa 


ef SOUTH BEND, 


CONCENTRATE ON PARENTS 


PARENTS’ MAGAZINE and only Parents' Magazine 
concentrates all its readership in the families- 
with-children market -- the market that buys 

the most drugs, the most clothes, the most food, 
the most home furnishings. Remember, more than 
one million families with more than 2,000,000 
children read PARENTS' MAGAZINE every month! 


The PARENTS’ SEAL (syryrrary) 
inspires confidence 
and increases sales! 


PARENTS’ 
MAGALTINE 


PARENTS svscszi 


52 VANDERBILT AVE., NEW YORK 17 


BOSTON ~ CHICAGO ATLANTA SAN FRANCISCO 
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Will Appeal 
Scotch Tape 
Patent Charge 


Morristown, N. J. — Interna- 
tional Plastic Corporation will ap- 
peal to the U. S. Supreme Court, 
a Circuit Court of Appeals de- 
cision upholding a previous ruling 
that the company is guilty of pat- 
ent infringement in connection 
with the manufacture of trans- 
parent, self-sealing tapes. The 
original charge was made by Min- 
nesota Mining & Mfg. Company, 
maker of Scotch tape. 


International Plastic, which 


THE LETTER SHOP, Inc. 


4831 6. Dearborn St., Chicago 5, Illinois 


makes Filmonize for industrial use 
and Taypit for retail sale, has pro- 
tected its distributors against dam- 
age suits and will continue to do 
so until the Supreme Court appeal 
is decided, according to Gustave 
Schieman, president. 

He said that International Plas- 
tic has been working on its own 
patents for years. The company 
began production of its tapes in 
August, 1940. 


Named Western Manager 


Theodore A. (Ted) Driscoll, for 
the past three years New York 
representative of Aviation Main- 


tenance & Operations, a Conover- | 
has been ap-| 


Mast publication, 
pointed western advertising man- 
ager, with headquarters at 333 N. 
Michigan Ave., Chicago. 


Welch Co. Names Agency 


W. W. Welch Company, Cincin- 
nati, has appointed Associated Ad- 
vertising Agency, Cincinnati, to 
handle the advertising for Air 
Flight Circulators. Newspapers, 
|Magazines and point of sale dis- 
'plays will be used. 


Willson Retires; Coined 


Trade Name ‘Rexall’ 


Walter Jones Willson, for 41 
years editor of ‘Ad-Vantages,” 
house organ of the Rexall Drug 
Company, Los Angeles, and origi- 
nator of the trade name “Rexall,” 
has retired. Mr. Willson joined the 
company in Boston in 1903 as of- 
fice boy to the late Louis K. Lig- 
gett, founder of the drug firm, and 
soon after coined the trade name. 

Samuel E. Hartford, assistant 
director of sales promotion and 
advertising, who joined Rexall 35 
years ago as a salesman, also has 
retired. 


Multiprint Ups Shelly 

Virginia Shelly, serving with 
the company in various capacities 
for over 13 years, has been ap- 
pointed general manager of Multi- 
print Company, Chicago, producer 
of reprints of photographs for use 
in loose leaf catalogs and in sales 
promotion work. 


Research, Inc., Moves 

Research, Inc., has moved from 
1609 Vine St., Philadelphia, to 
1418 Walnut St. 


Big Ad Outlays 
Held Necessary 
in Buyers’ Market 


National Advertising 
May Hit $1.7 Billion, 


Survey Forecasts 


New YorK—The_ approaching 
transition from aé sellers’ to a 
buyers’ market “augurs well for 
advertising,” Standard & Poor’s 
Corporation declares in its latest 


Advertising Age, 


survey of the printing and pub-| 


lishing industries. 

Barring a new wave of strikes 
and production setbacks, it says, 
“the supply of merchandise will 
come into closer balance with de- 
mand for 1947, and in many lines 
will exceed demand. 

“The resulting competition 


uM e 

4 5 
| 
. 


ial 


The Greatest Event 


seen in the East. 
W ith this squadron sold on the East Coast, we now 
have completed plans to make the flying spectacular 


in the history of Outdoor Advertising 


Covering the Eastern coastal states from Hartford 
to the National Capitol, these flying spectaculars, 
readable for miles by day and by night, are proving 
to be the most sensational outdoor advertising ever 


Available on the West Coast 


Three ships are ready and waiting in a hangar at 


Canada to Mexico. 


Moffett Field, near San Francisco. This Pacific squad- 
ron will cover 32,000 square miles, reaching more 
than 8!2 million population on the West Coast from 


Copy in brilliant colors can be read for miles in 


the day time, and by night — your choice of 


black sky with no competition. 


For full information, phone, wire, or write 


“fixed” 


or changeable messages with 5000 lamps in pitch- 


DOUGLAS LEIGH SKY ADVERTISING CORP. 


630 FIFTH AVENUE, NEW YORK 20, N.Y. 


TELEPHONE: Cl 6-6155 eanagse 


for 


January 27, 19:7 
the consumer’s dollar will nec: 
sitate large advertising outlays 
individual companies seek 
maintain and enlarge markets. (,; 
the other hand, if extended strik °xs 
and work stoppages are e)- 
countered again, large industr 4| 
advertisers probably would p::e 
budgets to the extent that co - 
panies dependent upon advertis 
would suffer.” 

From 1934 through 1940, Star. - 
ard & Poor’s says, national adver- 
tising expenditures showed a (jj- 
rect relationship to national 
income, but after 1941 paper shor'- 
ages and the resultant limitations 
In advertising space distorted this 
relationship. 

Reestablishment of the prewar 
relationship would mean national] 
advertising expenditures of about 
$1.7 billion in 1947, it forecasts, 
assuming the national income aj 
3155 billion. 


Near '29 Record? 


Citing a total all-media adver- 
tising expenditure of $2,386,000.- 
000 for 1945, set by McCann- 
Erickson, the survey maintain 
that while 1946 figures are not 
yet available, volume _ probably) 
exceeded the °45 total “and may 
have come close to the 1929 record 
of $2,600,000,000.” 

Use of greater discrimination by 
large advertisers in space pur- 
chases “has and will continue to 
entail more concerted selling and 
promotional efforts, and _ foster 
higher unit editorial, circulation 
and production costs than during 
the war,” the company says. 

“Thus, profit margins are un- 
likely to match the excellent 
spreads that prevailed during the 
war. However, some improve- 
ment is indicated from here on, 
since extraordinary expenditures 
will be smaller and new printing 
equipment will permit more effi- 
cient operations. Profits will fluc- 
tuate with the level of advertis- 
ing, which in turn is influenced 
by general business conditions.” 


FM, Video, ‘Costly’ 


Among the major media, the 
survey finds, radio faces heavy 
expenditures for FM and _ tele- 
vision development, and th«¢« 
“transition period doubtless wil 
prove costly to the industry, wit! 
normal operations failing to ab- 
sorb the extraordinary costs.” Al- 
though the new media offer op- 
portunities for further growth ol! 
earnings, ‘“‘the intermediate out 
look is for 
tions than experienced during th: 
war.” 

No marked 


' 


growth in outdoo 
advertising is foreseen for the 
“longer term,” Standard & Poo. 
says, ‘‘although prospective keen: 
competition for markets shou! 
permit a satisfactoiy showing 
times of good business.” 

In printing, the survey finds, 
rising demand for color work w 
tend to expand the operating sco} 
of the industry and the tre 
toward use of higher-speed pres 
will help hold costs down. 


Textron Promotes Two 


Textron, Inc., New York, has 
pointed Helen Delbar directo 
retail public relations, succeed 
Margaret A. Fuller, who was 


cently named general manage! 
the home fashions division. Si 
joining the company three ye 
ago, Miss Delbar has been ret 
public relations representative 
the Pacific Coast region, Ww 


headquarters in Los Angeles. J 


quelin J. Rymonne, with Textr 
retail public relations. divi 
ince June, 1944, has been na! 
issistant to the director of ré 
yublie relations. 
To Jones Frankel 
Duchess D’Andre, Chicago, n 
facturer of Duchess D’Ar 
reme shampco and Eventide 
etics, has navred Jones Fra! 
Company, Chicago, to handl 


idvertising. Magazines, busin 
papers, newspapers and dir 
nail will be used. 
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\ ASHINGTON—Department store 


ales in the U. S. for the week 
nding Jan. 11 were 24% greater 
har in the corresponding week of 
1946. Federal Reserve Board fig- 
res show. 

Tl e gain was in line with those 
ted weekly since last fall. 
er than usual gains reported 
‘or Christmas and New Year’s 
s reflected year-to-year dif- 
erer.ces in the number of shop- 
ing days. There were two shop- 
ing days just before Christmas in 
1946 azvainst only one a year ago, 
nd five shopping days the follow- 
g week, against four in the first 
veek of 1946. 

The New York (second) reserve 
istrict posted a 30% sales in- 
ease, the highest.reported, and 
he Richmond (fifth) district 
howed a 16% gain, the lowest re- 
orted. Denver’s 41% gain was 
he greatest for any city. The low- 
st was Providence’s 6% increase. 


wee 


% Gain Over Same 
Week Last Year 


Week Ending 
Federal Reserve Dec. Jan. Jan. 
listriet and city 2S 4 il 
VNITED STATES. 77 r3s 24 
Hoston District sO 36 18 
New Haven ... 87 y4 15 
BORCOM “6.2-1<5 82 39 24 
Springfield NO 4 12 
Providence au ov » 
‘ 
New York District 77 42 sO 
Newark 74 1 4 
Buffalo sae rja () 
New York r7s $2 4 
Rochester S4 rol 20 
Syracuse ; S6 1S ‘1 
Philadelphia Dist. .r6v 35 26 
Philadelphia rio 3 22 
Cleveland Dist. 92 39 22 
WOOD bald as bss 69 r44 8 
Cincinnati . “b> ee r3h 24 
Cleveland ivevuee 35 19 
— Columbus > oe 11 9 
. T ae “asc aie 83 26 18 
PittepuUragm. «ss. 75 $4 5 
Richmond District. 56 r23 16 
Washington 60 13 7 
Ss Haltimore 5 37 27 
Atlanta District 75 r26 18 
Birmingham 84 36 18 
Miami : 4 22 20 
Atlanta .. S1 r3s 12 
New Orleans S5 11 33 
Nashville ee ays) rag 24 
Chicago District 81 r37 23 
Chicago ‘ 76 30 21 
Indianapolis SS oo 16 
DOLPGTE x5 d0 0: 7% 20 28 
Milwaukee 74 a7 31 
‘St. Louis District 96 31 26 
ttle Rock .. 2 4 23 
Louisville XS 25 20 
S Louis 106 3 27 
Memphis ox XS 20 26 
Minneapolis Dist. 
Minneapolis 
5 Paul (Not available) 
uth-Superior 
hansas City Dist. 60 35 25 
WUE: bis-0 03 27 5 1] 
i ae 17 j 18 
Kinsas City 6S 30 16 
St. Joseph ......148 33 27 
ahoma City Ht) 15 15 
RUISE: “Sanzene o) 29 18 
Dallas District te r43 24 
| rere r 1) 32 23 
Worth . or) 32 25 
ston Hu 1h At) 
> Antonio 73 1 0 
San Vrancisco Dist. 714 a3 25 
Angeles Area 72 a7 39 
* * * * 


and 


WISCONSIN'S DAIRY 
MARKET 


Th» Sheboygan Press with its cir- 
cu tion of 23,197 ABC circulates 
in se--heart- of Wiseonsin, one of 
the best dairy sections of a great 
dey state. Sheboygan county is 
lis das the greatest dairy center 
in he United States. When you 
b\ space in The Sheboygan Press 

are reaching a great market. 


OH www 


SHEBOYGAN PRESS ¥ 


SHEBOYGAN, WIS. 


a 


~ = 


San Francisco 
Portland . ; i2 62 
Salt Lake City. io 75 
MOMtEIN. Saxcuvsed 08 


r—Revised. 
**Pata not 


To Wilson, Haight 

Goodyear Rubber Sundries, Inc., 
New Haven, Conn., manufacturer 
of Goodyear Guardian  Plasti- 
cleer, and fabricator of finished 
products made of this plastic film, 
and of molded rubber goods, has 
appointed Wilson, Haight & Welch, 
Hartford and New York, to handle 
|forthcoming national advertising 
in women’s and home magazines 
and in business papers. Regional 
newspaper campaigns will supple- 
ment. 


available. 


Industrial Publicists 
Plan New Organization 


Opinions of industrial publicists 
in New York City are being sought 
regarding the desirability of form- 
ing a new club to serve as a me- 
dium for exchange of ideas and 
techniques in the industrial field. 
Membership would be_ reserved 
exclusively for those engaged in 
this branch of the public relations 
profession. 

Interested individuals are asked 
to express their views on the pro- 
posed organization to V. W. Palen, 
publicity department, North 
American Philips Company, 100 
E. 42nd St., New York. 


Francois Names Seidel 


Seidel Advertising Agency, New 
York, has been appointed to 
handle advertising of Miss Co- 
quette home cold wave permanent 
kit, product of Francois Labora- 
tories, Inc., New York. A _ na- 
tional campaign is planned. 


joins C. E. Hooper 


Nadine Miller, director of pub- 
lic information for the public 
schools of Kansas City, Mo., and 
vice-president of the Advertising 
& Sales Executive Club, Kansas 
City, will resign Feb. 1 to join 
the C. E. Hooper radio program 
rating service in New York as 
director of press and public re- 
lations. She will take over duties 
presently being handled by Dor- 
othy Behrens, who has charge of 
publishing network and Pacific 
Hooperatings. 


Mido Launches Drive 


Mido Watch Company of Amer- 
ica, New York, launched its 1947 
‘ampaign with a full page in the 
Jan. 17 New York Times. Subse- 
quent insertions will appear in 
selected magazines and key news- 
vapers throughout the country. 
Alfred J. Silberstein. Bert Gold- 
smith, Inc., New York, is the 
agency. 


57 
‘Forbes’ to Offer Map 


Forbes, New York, will inaugu- 
rate on Feb. 1 a new feature, a 
composite map of business con- 
ditions designed to give execu- 
tives, twice monthly, an up-to- 
the-minute picture of business 
trends in 89 trading areas through- 
out the country. 


MOTION PICTURE STAR 
TIE UPS**k kee 


WRITE FOR INFORMATION 


Let a star help sell your prod- 
uct. High readership in star tie 
up ads. 


MULCAHY AND GINSBERG 


451 N. La Cienega Blvd. 
Los Angeles, California 


The early gold seekers, blinded by the 
glitter in their brains, roamed 
over riches that would have dazzled Midas 
..- The Argonauts’ heirs would be better 
off today had they staked claims to the 
California acres of clay, cement materials, 


rock and gravel. 


While the state still mines more than 
$6,000,000 in gold annually, the opulent 
metal is small time .. . to the annual yield 
of 52,955,000 common bricks; 29,5 14,000 
fire bricks; 5,801,000 glazed and fancy; 
terra cotta, chimney pipe, flue lining, drain 
and sewer pipe, floor and roofing, tile, 
kitchen ware, ceramic products, worth 
$15,458,000 . . . crushed rock, sand and 
gravel, valued at $23,500,000... 15,922,722 
barrels of cement priced $25,696,000... 

Not to mention granite and tuff for 
monuments and curbing... silica, quartz, 
glass... talcand pyrophyllite for cosmetics, 
paper, rubber, insecticides . . . soapstone 
for asphalt roofing and paints . . . soda 
ash, troma, salt cake, sodium sulphate for 
water softeners, oil refining, chemical and 
metallurgical uses . . . limestone for stock 
feed, fertilizer, poultry grits, and filler 
. -- gypsum for plastics and wallboard... 
salines, borates and ordinary salt, for 


California’s expanding industries. 


$n Francisco, brought up on mines 
and miners’ money .. . still has the main 
Mining Exchange of the nation ... is home 
office to this Western industry with an 
annual output in excess of a billion dollars 
. . . focal point for most of California’s 
mines and quarries which produce ‘sixty 


important minerals. More important, the 


Represented by 
RD-GRIFFITH CO., 7 


“Miners’ mistak 
mers mistakes... 


city is the hub of Northern California’s 


and converters! 


1 unseeing 


business men, yet accasionally invited 


arbiter in labor disputes . . . conscious and 


fast growing industries which converts 
this mineral yield into housing materials, 
hundreds of industrial 
products... and a market twice blessed 
with the payrolls of both raw producers 


If you want a stake in this market, 
first file your claim in The Chronicle... 
a newspaper that has been part and parcel 
of San Francisco and the West for eighty 
years ... today is read by the heirs of old- 
timers and ex-G]s settled since V-J Day... 


general news treatment west of New York 
City, and the most compact local chronicle 
... covering the dog-bites-man as well as 
man-bites-atom items, this newspaper isa 


must for the well informed... Preferred by 


and consumer 


44 


conscientious of women’s interests .. . 
with as much entertainment as its news- 
print restricted editions permit, The 
Chronicle is class-less in its appeal, pro 
public in its policies, and distinguished for 


its enemies as well as its friends. 


Choice of one family in three in the 


With probably the most thorough 


city, one in four in the important suburban 
counties, The Chronicle has volume as 
weli as variety . . . carries more local and 
national display advertisers; more of the 
best specialty shops, more of the offerings 
of major department stores than any other 


newspaper here . . . reaches the moneyed 
prospect and women who mob the main 
floor when new merchandise comes in... 
vives any good-advertiser good entree to 
the most of the best buying power in 
this market... For details that interest 


you, call any SFW man... 


San Francisco Chronicle 


SAWYER - FERGUSON-WALKER Co., National Representatives 
P ’ 


New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


ives 
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Bear Names Kopmeyer 
Bear Mfg. Company, Inc., Terre 


Haute, Ind., manufacturer’ of 
Jack Frost cold remedy = and 
Breeze face lotion, has named 


M. R. Kopmeyer Company, Louis- 
ville and Chicago, as its agency. 
Now McConnell Mfg. Co. 


M-D Mfg. Company, Cambridge, 


Mass., manufacturer of a line of 
25 sporting goods items, has 
changed its name to McConnell 


Mfg. Company. John S. McCon- 
nell continues as president and 
general manager and Frank E. 
Augur has full charge of sales ac- 
tivities. 


Increases Ad Rates 


The Philadelphia Daily News 
will increase the rate for general 
advertising from 32 cents to 35 
cents per line, effective March 1. 
Simultaneously the cash discount 
of 2% will be reinstated. 


CAN BE 
FURNISHED 
WITH DEALER 
IMPRINT 


WRITE FOR 
CIRCULAR 


i ee? Lia cae Ste 
PRINT HERE a 4 ; & 


Sonora Launches 
39-Cent Record 
with Big Drive 


Cuicaco—The phonograph 
ord business, which has_ been 
steadily boosted through radio, 
once its biggest sales adversary, 
will get additional impetus with 
introduction of the new low-priced 
Black Label records by Sonora 
Radio & Television Corporation. 
The new line is scheduled to re- 
tail for 39 cents plus tax (about 
two cents per record). 

The new series will promote a 
variety of artists, and will in- 
clude more standardized types of 
recordings, hill-billy and _ race 
records. Its low price is aimed at 
record-buyers who, the company 
feels, are displaying increasing re- 


rec- 


sentment toward higher priced 
discs. 

With the introduction of its new 
line, Sonora expects to hike its 
record production for 1947 to 
about 20,000,000. Promotion for 


the new line opens with 11 pages 
of copy in Billboard’s first Febru- 
ary issue, which, it is believed, 
comprise the largest single adver- 
tisement ever carried by the pub- 
lication. Other trade promotion 
includes space in early issues of 
Record Retailing. 


In addition to the trade promo-| 


tion there will be consumer copy 
in national magazines; spot radio 
announcements in more than a 
score of key market areas, and 
references to the record lines in 
the company’s radio set advertis- 


jing. Sonora has about 49 jobbers 


GEYER PUBLICATIONS 
GEYER’S TOPICS 


Take Advantage of that 


CATRA 
QEAC 


A far greater circulation to 
Retailers and Wholesalers 
of sporting merchandise 
than any other trade paper. 


editorial and news pages. 


OFFICE MANAGEMENT AND 


- * 


The JANUARY Issue 


most discerning advertisers of sports merchandise. 


With 62% more pages of advertising than in any previous issue in SPORTS AGE history— 


carries the positive stamp of approval — the “OK” — of approximately two hundred of the 


SPORTS AGE — (now double its former size) has correspondingly expanded its popular 


The new, enlarged Sports Age is off to a flying start! Many new features will make 1947 


issues outstanding — giving advertisers the most 


effective and enduring sales promotion medium. 


Send for Rate Card or see S.R.D.S. 


Sports Age 


BUSINESS PUBLICATION OF SPORTING, 
ATHLETIC & WHEEL GOODS MERCHANDISING 


260 5th AVENUE e« 


NEW YORK 1, N.Y. 


Publishers Since 1877. Also Publishers of: The GIFT AND ART BUYER, 


EQUIPMENT 


and 


TRADE DIRECTORIES. 


Advertising Age, January 27, 


in records throughout the country. Dg]mer Names von Z 


Sonora will also break a new 
ad schedule for its radio sets be- 
ginning with the Feb. 18 Look, 
followed by other copy in Ameri- 
can Home, American Magazine, 
Collier’s, Esquire, House Beauti- 
ful, House & Garden, Junior 
Bazaar, Liberty and True. Com- 
plete Sonora merchandising pro- 
motion schedules during 1947 will 
cost about $1,000,000. 

Weiss & Geller is the agency. 


Joins West-Marquis 

Jack R. Holmes, formerly in the 
Los Angeles office of Smith & 
Drum, has been appointed Port- 
land, Ore., manager of West- 
Marquis, with offices in the Gen- 
eral Petroleum building. The 
agency office will service the Gen- 
eral Petroleum Corporation ac- 
count in the Oregon area. 
Names Morrison Agency 

Consolidated Chromium Corpo- 
ration, Chicago, maker of chrome 
furniture, has placed its account 
with Morrison Advertising 
Agency, Milwaukee. 


pointed William von Zehle & 


New York, to handle its | 
anniversary advertising camp; 
Full color and black-and-w jj, 


copy will be released in consume, 


and trade publications to pro) 
its Brocade and Brass Parade 
fumes and the Ascot line for 


Conover-Mast Moves 


Conover-Mast Corporation, Ve, 


York, publisher of Mill & Fac , 
Purchasing, Aviation Mainten 
& Operation, Liquor Store & 
penser and Plant Purchasing 
rectory, has moved its West ( 


offices from the Pershing Squ 


building, Los to 
Wilshire Blvd. 


Promote Ajax Combs 


Vulcanized Rubber & Pla 
Company, New York, will 


Angeles, 


Good Housekeeping and The Sar- 
promot 
Ajax hard rubber, lucite and othe 


urday Evening Post to 


combs. 
New 


plastic 
Company, 
agency. 


Schuyler Ho 
York, is 


14° 


eh ep 
Solon Palmer, perfumer, has apf 
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work through to meet a deadline. . 
fice of quality .. . is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 


PRINTING 


We insist that to sacrifice quality for a cheap price 


agencies and successful institutions we are regu 
larly serving. We will gladly show you the list an: 
samples ofwork. TRY US. Phone—Whitehall 2300 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTIN( 
400 N. RUSH STREET * CHICAGO 11 * WHITEHALL 230! 


DAY AND NIGHT SERVIE!S 


SERVICE @ @ @ is the password 


of The Faithorn Corporation. It is so ingrained 
in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 


. at a sacri- 


(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-] 
SERVICE. You can secure one or all just as you 


desire, but all are here—at your command. 


is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matte: 
—at the most reasonable cost. This is what we tern 


TRUE ECONOMY. That we have succeeded i 


best attested to by the large number of advertisin: 
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'¢ OVERCOATS 
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1 oonrcoats wore $49.95. $45.75, $42 50, 
¥ 75 S85 75, $9250 We ore otfiering thw 


TIMELY TAG—Next to Bilbo, the most 
discussed man in Washington is ‘Jack 
the Snipper,"’ a chap whose hobby is 
cutting swatches of hair from various 
women streetcar riders. Quick to catch 
ts possibilities was Stewart Men's 
Clothes, Inc., which employed the 
above copy in newspapers reporting 
the snipper's activity. 


‘Brooks’ Belongs 


* "tio N.Y. Clothier, 
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Court Declares 


San FrANcIsco—The U. S. Cir- 
cuit Court of Appeals has upheld 

previous decision in the case of 
Brooks Brothers, New York, 
against Brooks Clothing of Cali- 
fornia, affirming the right of the 
New York clothier to the name 
and permanently enjoining the de- 
fendant from its use. 

The decision followed an appeal 
y Brooks Clothing, which had 
operated the Brooks chain of 
clothing stores in the Los Angeles 
area for a number of years, from 

federal court decision in May, 
1945. 
| The decision considered that the 
word Brooks has always been the 
dominant element in the Brooks 
Brothers title, has been used since 
Bi 850 and was handed down from 
the founder, Henry Sands Brooks, 
to his sons (who ran the business 
Krom 1833 to 1870), and to his 
grandsons (who incorporated the 
Bbusiness in 1903). 

The announcement by Brooks 
‘Brothers said the California com- 
pany would have to remodel or 

odify the design on the store 

onts of their 15 outlets, and 
eliminate the word Brooks from 
advertising, display and 
promotional material, etc. 


labels, 


Bragg Joins ANPA Bureau 
Warren E. Bragg, formerly in 
harge of media research in the 
Chicago office of Foote, Cone & 
Belding, has joined the Chicago 
staff of the Bureau of Advertising, 
American Newspaper Publishers 
Association. Before joining FC&B, 
lr. Bragg was with the Chicago 
fice of Batten, Barton, Durstine 
* Osborn, and prior to that with 
the Little Rock Democrat, of which 
father, Roy T. Bragg, is busi- 

ne manager. 


NBC Signs Giants 
NBC has paid $50,000 for ex- 
ve television rights to the 77 


ne games of the New York 
Gia ts’ 1947 baseball season. A 

er of Giants’ exhibition 
San os also will be televised. Na- 
League rules. permitting, 
=e elecasts will be relayed by 
WN ‘T, New York, to other sta- 


on the NBC video network. 


“THERE'S PLENTY OF 
USINESS IN 


|'New York Space Buyers 
Elect N. F. McEvoy 


The Media Men’s Association of 
New York has elected the follow- 
ing officers: Newman F. McEvoy, 
Newell-Emmett Company, presi- 
dent; Robert Erath, Kenyon & 
Eckhardt, first vice - president; 
Henry Sparks, Young & Rubicam, 
second vice-president; William 
Schink, G. M. Basford Company, 
secretary; Ben Moyer, Ruthrauft 
& Ryan, treasurer; Karl Klim- 
check, Compton Advertising, ser- 
geant-at-arms. Harry Duffy, Grey 
Advertising Agency, and Daniel 
Pykett, Kudner Agency, are ex- 
ecutive board members, and Wal- 
ter Barber, Compton Advertising, 
is chairman of the executive 
board.” 


Liberty Bell Mfg. Company, 
Minerva, O., maker of door chimes 
and bells and_=e “service station 
driveway signal systems and bur- 
glar alarms, has appointed H. M. 
Klingensmith Company, Canton 
O., as advertising agency. Busi- 
ness papers and direct mail will 
be used. 


Speed Products to Grey 


Speed Products Company, Long 
Island City, N. Y., maker of 
Swingline staples and other office 
specialties, has appointed Grey 
Advertising Agency, New York, to 
handle its account. A campaign is 
being prepared for national maga- 
zines, supplemented by a mer- 
chandising and sales promotion 
program. 


Doughten in L&M Radio 


Thomas P. Doughten, until re- 
cently assistant to Ray Vir Den, 
executive vice-president of Len- 
nen & Mitchell on the P. Lorillard 
(Old Gold cigarets) account, has 


been appointed New York radio 
department manager in the 
agency. He will continue on the 


Old Gold account in 
the new assignment. 


MBS Promotes Viscardi 
Henry 
with the 


addition to 


been 
sales 
past 


Viscardi, who has 
Mutual network’s 
service department for the 
two years, has been named as- 
sistant supervisor of commercial 
programs in the MBS program de- 
partment. 
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Distinctive Calendars 


Compact and colorful, this attractive ther- 
moplastic calendar serves as a year round 
salesman — provides 365 distinct adver- 
tising impressions per year. 

Wood grained background with mal- 
lard ducks highly embossed and beauti- 
fully airbrush colored. 

Pad is replaceable for continued use 
year after year. 


K-C-S builds a complete line of 
outstanding dealer and point-of- 
sale displays in thermoplastic, 
wood and molded plastic — all 
created and produced under one 
roof. Your inquiry is invited. 


 KIRBY-COGESHALL-STEINAU CO. 


JACKSON at CLYBOURN STS. + MILWAUKEE 2, WIS. 


He’s “Detroit’s Sharpest Wit”. . 


says The Saturday Evening Post 


Photo Courtesy Saturday Evening Post 


, V. WADE writes newspaper editorial paragraphs for The Detroit 


News. 


. . those little two or three-line witticisms and criticisms which 


appear on a newpaper’s editorial pages. In sixty other cities, his 


merry art of paragraphing 


paragraphs appear under the pseudonym, Senator Soaper. Recently 
The Saturday Evening Post, in a feature article titled Detroit's Sharpest Wit, 


stated ... “some of the shrewdest comment made on these wacky 


times comes from Harry V. Wade—alias Senator Soaper—master of the 


. Whose quips are widely quoted and 


provide a fertile source for radio and newspaper comics, writers and 
others who shamelessly and regularly steal his stuff . . .” 


National tribute to members of its staff is not new to The News. Many 
of its writers have been ; ‘d similar in? iti j i 
have been accorded similar honors in recognition of their 


particular talents. It is this combination of national acclaim and local 


appreciation of The News’ own staff of experts that is responsible, toa 
great extent, for The News’ leadership 


in circulation and advertising in its own 


community—and its position as one of the 


really great newspapers in the nation. 


412,605 Weekday 
§17,022 Sunday 


Largest Trading 


Total Circulation 
Total Circulation 
\rea Circulation of All Detroit Papers 


DAN 


A CARR , 110 E. 42nd St., New York 17 


J. E. LUTZ, Tribune Tower, Chicago 1} 
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° 2 ° planning authorities can order the Appoints Roy Durstine 
. Britain Planning — = ed poster or sign al- Browne Vintners Company, New 
— ae York, division of Seagram Dis- 
Control of All Penalties backing the new — tillers, has appointed Roy S. Dur- 
lations provide for an initial fine stine, Inc., to promote Camus yespi 
Outdoor Posters up to 50 pounds sterling. If the cognac, first postwar on ig song o 1 Gill 
, ' advertiser “sis hich has been receive r 3. 3S. 4 
Lonpon—Under new legislation roast tices Te gpa 7 p parr ng Clipper. National class on 
which, British observers say, is "M€@ ‘wo pounds p me magazines and metropolitan news- licat 
certain to be included in statutes ri papers will be used. e ted ¢ 
shortly, all British outdoor adver- 4 Name Durry & Fabry jacesorinnanncice : ‘due 
tising, including neon signs, will Durry & Fabry, Milwaukee, has Martineau Joins WKNB By: eC siste 
become government’ controlled. been appointed by the following Bob Marti Suetisnihe dette. Mie. rd 1g, 
The new regulations will restrict companies: Pick Mfg. Company, 0 SEUNCAU, TOLMETAY oe | 1h horey aviclin $s el-weaten etie 6 
ei ‘t Bend. Wi factur f ant to the executive vice-president Lent litu 
or even ban outdoor advertising West Bend, 1s., Manutacturer oO i the Vankes Metwork. kas been wean: P 
‘6 ae alas ‘ont? hot water heaters; K-W Products, | ° e xa p plardine ... woot Larimgy... amd. dio ¢ 
so far as appears to be expedient : sail named manager of WKNB, New thow broad, and 
: Inc., Milwaukee, manufacturer of ag A mpar 
to government officials. . - Mil- Britain, Conn. Pitch Shoulders for thal MGM bok, hi 
: the Simplex Collapsible Tap; Mi heh tov at Uellen dors ws ge aaille on! G 
The new regulations will au- \aukee Cosmetics Company, man- oe eee ; fr oe il a " sol 
thorize government officials to de- ufacturer of Night and Day bath Russell Joins American Gleneagles Gleneagles t sh 
termine the size, location and powder and Bully-Wooly lamb- Edward D. Russell has joined we BY amen BAGS Aa, (yng € ye 
method of erection by outdoor) skin powder puffs, and Wol Drug the advertising sales staff of ) 
advertising companies. Local Company, | Milwaukee, — American Magazine, with head- # Valented.of couse ewspa 
ee ee ee ey | quereecs in Wow York. GET ATTENTION IN SMALL SPACE—First ads of a special campaign in 
‘ On . a Time, starting with the Feb. 3 issue, are these half columns, illustrated by Gene An it 
Blankets Northwest Kirsch Joins Westheimer ‘Plans Journalism Course Hoover for Lamm Bros., Inc., Baltimore, maker of Gleneagles topcoats and ‘ a c 
Growers Harold Kirsch has resigned as | Pea : raincoats. Other publications on the company's expanded 1947 schedule are here 
* Ne compation — Only “Ww: advertising manager of Weil A three-day course in industrial Esquire and New York Times Magazine. Henry J. Kaufman & Associates a4 
* 5 editiors—ods nmin ot 5, Clothing Company, St. Louis, journalism, sponsored jointly by Washington, is the agency. ASE 
Oca. oor neorty how ©6 effective Feb. 1, to become ac- the Medill School of Journalism vhich 
— count executive and_ creative | of ecckwerters, eabvectty: pad Bi all cok ache asi oe tase compet 
Write for full story writer with Westheimer & Co., St. | the Industria itors Association -28 a oO all on the down- | 7 - mercial 
1135 $. E. SALMON ST, © PORTLAND 14, OREGON Louis. of Chicago, will be held on March town Northwestern campus. Moth Ded Will Get leans @ 
; ization 
: Ist National Plug }*'* 
a th 
4 4 + it is no 
4 inl0 Magazines’ }'...° 
; | New York—Boyle-Midway, Inc., Jor so b 
will use half and two-third pages J in Apr 
‘throughout the spring months in 
\Charm, Cosmopolitan, Family Pure 
O O | | [ ) O VW a O | | C THE McCANDLISH Circle, Good Housekeeping, Ladies’ — Compa 
Home Journal, Mademoiselle, To- & dustrie 
day’s Woman, True Confessions. § Chase | 
a tes rah oleae True Story and Woman’s Home Mo., p 
DIVISION OF INDOOR DISPLAY? In spite of the astonishingly ee ee ee 
7“ campaign for Moth-Ded, intro-§— motion 
P ee ‘ . , duced last year in selected mar- § until r 
successful record of the McCandlish Division of Indoor Displays, it does nich ie 
. Based on the copy theme, “Pro- — midwe 
- ; : os tect the woolens in your life withf will g 
4 not phase us in the least to have some intelligent advertising man say— Moth-Ded,” and featuring smart more « 
— : fashion illustrations by Emilyf try, a 
i Jamieson Knapp, the drive will Ff) greate: 
wT. i i ; 3 > sane 17? |stress a low price (said to be half adio 
Indoor Displays! Didn’t know you made ’em. the prevailing price of other well- Mever 
known moth sprays) and a 5% | Chase 
DDT content. Local tie ins, dis- . ndle 
plays and coast-to-coast radio wil ; 
- : Di ‘ = , supplement the magazine series.—}|§ Mor 
On the other side is the fact that this other steps in the process of production, Oe ee ee 
oie . . . Ba gael Agency, Pittsburgh and New York, I poratic 
division, with its own plants and equip- when it is desired. ei Saudis aes Gomes, seg 
‘ ‘ , ° ..» The 1947 Boyle-Midway adver- ere 
ment, 1s credited with some of America’s : ‘ ’ . oe a tising expenditure will be “sub- fF Pierce 
‘ . , ‘ : So flexible 1S this division also, that zt: IS stantially” more than $1,500,000. — Motor: 
finest indoor displays and 1S working to ; In addition to Moth-Ded for moths — born, 
; equally ready to cooperate with the ad- and Black-Flag and Fly-Ded for} A. Fa 
capacity for leading advertisers. . flies, gnats and mosquitoes, other f eval s 
vertiser and his agency where the creative B-M products used in eradicating @ nator 
- ae or controlling pests include Ant- f— Corpo 
~ : : : 7 = Ded and Antrol for ants, Snarol & Presid 
So complete is this DIVISION in every work has already been done by them. Sok seme Wee ee “ew te 
a4 : P ‘ . ye ae Pee a Roach-Ded for roaches, cattle hic 
area of indoor display that it can take the Inflexible only is McCandlish in its policy tess sud euadies. end 6 nevllto ma 
a of a eh eee . . 5 ‘ Ridz line for lawns and garde: ts 
barest idea and develop it into a finished ot faithful reproduction and its determt- The company also markets mor¢ n, 
ie OG ; than 50 other brands of household ide 
product, including creative work and all nation to secure a distinguished result. items. the 
—— m 
Ellis Adds Account ee 
Kensington Savings & Loan ? 
sociation, Buffalo, has appoil! 
Ellis Advertising Company, B 


Two vital services are always available from McCandlish: 


] Faithful reproduction of the art. 


- 2 Unique ability in display construction We speak of this because 
. it is often the key to display usefulness. We are prepared to solve 
. y- 4 \ the problems of folding displays, to develop special easel con- 


structions. Our methods of insuring safety in shipments and ease 


correct assembly win generous appreciation from advertisers. 


When vou plan INDOOR DISPLAY materia! consult McCandlish. 


McCCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET 


PHILADELPHIA 


falo, to handle its advertisi 
Robert Marks, formerly with 
Greenfield-Lippman Agency, B 
falo, has joined Ellis as acc 
executive. 


Anfenger Appointed 


American Device Mfg. Comp: 
Red Bud, Ill., manufacturer « 
patented built-in adjustable : 
chute for residential use, has 
pointed Anfenger Adverti 
Agency, St. Louis, to handle 
account. National consumer m: 
zines and business papers wil 
used. 


Smith Joins McKim 

Stanley C. Smith, formerly ° 
the Winnipeg Tribune and W 
gins Systems Ltd., has joined 
Winnipeg office of McKim Ad' 
tising as an account executive 
Organize New PR Firm 

American Public Relations . 
sociates, Inc., has been organi 
in the Times Tower, New Y: 
with George P. Butterly J 
president. 
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yespite the fact that J. P. Spang 


Jy Gillette Safety Razor Company 


sident, recently declared, for 
yn. lication, that the ‘“unprece- 
ie ted demand” for Gillette blades 
is ‘due in large measure to our 
co! sistent use of newspaper adver- 
tis. ag,” the figures show that Gil- 
letie «decreased newspaper ex- 
ner ditures and raised network 
rad o expenditures in 1946, as 
compared with 1945. In the latter 
yes Gillette spent $865,000 on 
network radio and $390,000 in 
newspapers, while last year its 
radio bill was $1,185,000 and its 
newspaper expenditure $320,000. 


An interesting ad club project is 
being carried on in New Orleans, 
where the local organization has 
raised $15,000 to start an art school 
which it is hoped will provide 
competent artists to fill the com- 
mercial demand in the New Or- 
leans area. The non-profit organ- 
ization has acquired a building in 
the famed French quarter which 
it is now remodeling, with the ex- 
yectation of being able to start 100 
or so budding artists on their way 
in April. 


Purchase of National Candy 
Company division of Clinton In- 
justries, Inc., Clinton, Ia., by 
Chase Candy Company, St. Joseph, 
Mo., probably will result in more 
widespread advertising and pro- 
notional activities by Chase, which 


funtil now has confined its activi- 


ties largely to about a 12-state 
midwestern area. Chase probably 


;will go into about 20 states in 


more easterly portions of the coun- 
try, and there probably will be 
greater use of newspaper copy, 
adio and car cards. Reincke, 
Meyer & Finn, Chicago, has been 
Chase’s agency and probably will 
andle the expanded program. 


More top-flight personnel is 


| swinging to Dearborn Motors Cor- 


poration, which was formed to op- 


/ erate the Ford tractor business, and 


there still may be more. Frank 
Pierce, a vice-president of General 


» Motors who resigned to head Dear- 


born, has announced that Thomas 


A. Farrell, former assistant gen- 
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eral sales manager of the Kelvi- 
nator division of Nash-Kelvinator 
‘orporation, will become  vice- 
president of Dearborn. 


‘hicken feathers may be used 
make a new material for top- 
ts and women’s coats. The 
n, made from feathers and 
ended with wool, cotton and 
nthetic fabrics, is said to be 

m, light-weight and water- 
repellent, according to the Pitts- 
burgh Post-Gazette. 


will be several months before 
‘ eading midwestern manufac- 
turer starts telling the public about 
ew refrigerators and freezers 
though it used two-color page 


3 ng ASK AE SA 
/ Ci ; , 


@ov ble 


Robinson 


wants to get on that WFDF School 


shop program, 


space in November dealer publica- 
tions to invite bids for open terri- 
tory. Leading executives, of 
course, had expected production of 
| the line—a postwar innovation for 
|this company—to be humming 
now. But the quantity of units is 
still too small to invite customer 
curiosity, and the “powerful na- 
tional advertising” promised deal- 
ers will have to wait. 


Material shortages are still in- 
terrupting production—and _ pro- 
motion—of Whitewalls, those natty 
| looking trim rings for auto wheels. 
The manufacturer, Lyon, Inc., De- 
troit, started a magazine ad cam- 
paign several months ago, then 
ran into a production block. It 
ran a full-color page in December, 
only to bump into another scarcity, 
of a certain type of steel. Ad 
plans are still up in the air. 
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Heatter Show Renamed 


“A Brighter Tomorrow,” the | 


Mutual Benefit Health & Accident 
Association of Omaha program on 
Mutual featuring Gabriel Heatter 
(Sundays, 10-10:30 p.m., EST), 
has been renamed “The Gabriel 
Heatter Show.” Agency for the 
program (which MBS’s program 
guide lists as “Gabriel Heatter’s 
Brighter Tomorrow”) is Arthur 
Meyerhoff & Co., Chicago. 


Bender to Parke, Davis 


George Bender, formerly service 
director of American Druggist, has 
been named editor of ‘Modern 
Pharmacy,” published by Parke, 
Davis & Co., Detroit. He will also 
serve as member of the advertis- 
ing department. 


100th FM Transmitter 


General Electric’s electronics 
plant in Syracuse has shipped its 
100th frequency modulation trans- 
mitter to the Philadelphia Eve- 
ning Bulletin’s station WPEN-FM. 
G-E reports it still has more than 
100 orders for these transmitters 
yet to be filled. 


EVENING 
SUNDAY 


THE WACO NEWS-TRIBUNE — 
_ THE WACO TIMES-HERALD 
THE WACO SUNDAY TRIBUNE-HERALD 


WACO'S Two 
DAILY NEWSPAPERS 
SERVE THIS TERRITORY 
WITH COMPLETE COVERAGE 


MORNING 


National Representatives 
.... Burke-Kuipers 
and Mahoney 


TOP-FLIGHT EXECUTIVES 
REQUESTED THIS CATALOG 


... it’s New 
... it’s Unique 
... it’s Designed 


to help create better 
catalogs, price lists, 
portfolios or manuals 


Here is what some of them say: 


“...We find it very informative as 
well as beautifully prepared.” 


“... It is a splendid job! We will call 
on you when we need further 
service.” 


“... We found this catalog very in- 
teresting and can assure you 
that in our plans for new catalog 
we will give your line every con- 
sideration.” 


WRITE FOR YOUR COPY TODAY 


Ask for Catalog A-4 


This Catalog is a MUST for the reference files of Sales and Advertising 


Managers, Advertising Agencies and all business executives interested in 


improving the efficiency, quality and appearance of their catalogs, price 


lists, sales portfolios and manuals. Please write on your business letterhead. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


NEW YORK—100 AVENUE OF THE AMERICAS 
CHICAGO—209 S. JEFFERSON STREET 


BOSTON—45 FRANKLIN STREET 
SAN FRANCISCO—747 RIALTO BUILDING 
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The Pay-Off Does It 


for ‘Have-More’ Plan 

To the Editor: We subscribe to 
ADVERTISING AGE and one of the 
features which we have found par- 
ticularly useful and interesting is 
The Pay-Off. 

One instalment of The Pay-Off 
which has proved to be of par- 
ticular and specific value to us was 
in the issue of Nov. 4, giving a 
chart for the best months for di- 
rect mail results. We used this on 
our printer to show him the im- 
portance of getting our ‘“Home- 
steader” out on the dates we asked 
for; we also used it on our bankers 
to show them the dates when our 
inventory needs are the heaviest. 

Incidentally, one of The Pay-Off 
columns was devoted to some copy 
testing we did ourselves ii1 a Cin- 


This department is a reader’s forum. Letters are welcome. 


cinnati paper. This ran some time 
last fall, and we would like to get 
a couple of copies of that issue. 
Would it be possible for you to 
send these to us, together with a 
bill for them? 

Attached is a copy of the “Have- 
More” Plan together with a copy 
of the ‘“‘Homesteader,” another of 
our publications, and one of our 


direct mail circulars. We believe | 


you might be interested in this 
material. 
LYMAN P. Woop, 
The “Have-More” Plan, Noro- 


ton, Conn. 


vgy¥se iy 
Newton Gets His Vote 
in ‘Hucksters’ Contest 
To the Editor: Although con- 


tributor Frank H. Newton (AA, 
Jan. 13) missed the 200-word min- 


imum by a mile, in my opinion he 

hit the target smack on the nose 

with his scholarly refutation of 

“The Hucksters,” spelled with an 

H, that is. 

For the $500 award, my 
would go to Mr. Newton. 
FRANK QUINN, 

Weiss & Geller, Chicago. 

vgyv¥ssy 


It's Largest—Among 
Weeklies, That Is 


To the Editor: On Page 53 of 


vote 


your Jan. 6 issue, you carry a story | 


on the sale of Liberty of Canada, 
in which you describe this maga- 
zine as having the “largest circu- 


lation among Canadian maga- 
zines.’’ Perhaps it was intended to 


say “among ‘weekly’ magazines.” 
Actually, among Canadian mag- 
azines Liberty is in fifth place, 


E 


abusive to others than open to abuse themselves; but 
the humor goes round and he that /aughs at me 


today will have somebody to laugh at him tomorrow. 


Buyers, generally must be assured that the supply 
sources with whom they deal, are adequately 
staffed in key departments. Orders must be 


here are more people 


executed in efficient routine, even though illness, 
vacations or other causes be interrupting factors. 
This is particularly true in the electrotype and mat 
field. * It has always been a policy of P & A’s to 
provide adequate man power in all its departments. 
Thus, if any emergency arises within a department 
that may be responsible for the absence of a 


—SENECA. 


key man, there is always a trained member to 


take over and “carry on”. * Customers knowledge 


of this organizational feature therefore, properly 


warrants their full confidence in P & A service. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS » MATRICE MAKERS + STEREOTYPERS 


oN 


< 
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being exceeded in net-paid circu- 


lation by the following in the 
order named: 

Maclean’s Magazine 

National Home Monthly 

Chatelaine 

Canadian Home Journal 

I do not know how this state- 

ment came to be made. It has 
occasioned some _ astonishment 


among Canadian publishers. 

I. D. Carson, Manager, 
Magazine Publishers Associa- 
tion of Canada, Toronto. 

-— =~ © 


Shows Employes How 
PR Works for Them 


To the Editor: Do employes 
know what public relations really 
means to them? Do they know 
how it fits into their pocketbook 
and how it affects their paycheck 
—whether they are giving a serv- 
ice or making a product? 

In analyzing those questions, it 
seems to me that most employes 
have not been given a clear ex- 
planation of the somewhat ethereal 
phrase “public relations.” 

So, for Pullman employes, we 
are printing the attached editorial 
(printer’s proof) in the January 


Here's What Puts Those Dollars 
in Your Paychecks .. . 


P. R. can stand for Pay Rolls We all know what 
they are. 

P. R. can stana for Public Relations and Pullman 
Responsibility, too. They're really all one and the same 
thing-—to Pullman employes 

We hear a lot about PUBLIC RELATIONS these 
days— 

One Pullman employe asks 


What's that got to do with me 

That's a fair question and it deserves a fair answer 
So, let's start at the beginning to figure out what PUB 
LIC RELATIONS has to do with Pullman employes 

We all know, that paychecks listributed t 
Pullman employes regularly Lo meet those payroll 
The Pullman Company has to have money. ‘That money 
comes from one source—rail and Pullman passengers 
who pay for traveling in Pullman cars 

Since Pullman cinployes and The Pullman Company 
are only in one business—-the business of selling courtesy 

convenience comfortable service to the traveling 

public—it is easy to figure out that. really, it's the pas 
sengers’ money that makes our Pullman paychecks pos- 
sible 

So, there you have the PUBLIC part of Publi 
Relations—for Pullman employes. Now let's see where 
the RELATIONS part fits into the life of a Pullnu 
employe, and the job he does when we are speaking 
Public Relations 

The word RELATIONS~ as we are using it here 
means “dealings 

There are thousands and thousands of Pullman en 
ployes who have “dealings” with the public every day 
These employes meet hundreds of thousands of Pullman 
passengers——the “public” whose money makes possible 
those paychecks for Pullman employes 

The manner in which Pullman employes “deal witl 
the public their attitude toward the passengers 
what they do and how they do it so that Pullman Pa 
sengers are satisfied with Pullman service in other 
words the Courtesy Consideration and Attent 
employes show toward these passenger hat really 
PUBLIC RELATIONS ~ or if you want t il 
by its other name. “Dealings with the Public 

To the public, each and every emplove IS The Pull 
mar Company 

In the cars in the offices n the vards in 
the shops in the laundries wherever Pullman em 
ployes work—THEY are The Pullman Company to 
the people they meet 

Ilow Pullman people deal” with each other, also is 
a part of PUBLIC RELATIONS. You as an in 
dividual—have good Public Relations with vour neigh 


bor or co-worker if you have good “dealings” with hin 
In other words, how we act with, and toward each other 
or the public~is GOOD or BAD Public Relations 
And when we have “good dealings” with each other 
and the public—everyone benetits 
Good Public Relations (P.R.) brings Pleasant Re 
sponse (F’.R.) from Passengers, satisfies Pullman's 
Responsibilities P.R.) and results in continuing Pay 
Rolls (P.R.) for Pullman employes 
P.R. is just as simple as that! 


’ 


edition of “Pullman News.’ 
In writing the editorial, I tried 
to explain how public relations fits 


into the pocketbook of Pullman 
employes. 
Maybe more of such writing, 


aimed at the attention of men and 
women in industry and business, 
would help us get back to the 
realization that courtesy, con- 
sideration and attention benefits 
us all, whether giving a service or 
making a product that ultimately 
is purchased by the consumer. 
Maybe I’m aiming at the stars. 
Anyway, the editorial will be in 
the January edition of “Pullman 
News.” What’s your reaction to 
it? 
A. E. GREcOo, 

Assistant to Vice - President, 

Public Relations, The Pullman 

Company, Chicago. 


v v v 
FC&B Gets Ahead 
To the Editor: A headline in a 
recent issue of ADVERTISING AGE 


appealed to my 
sense of humor 
Account.” 

I, for one, was mighty glad to 
see that the had progressed 
beyond the stage of Keeping their 


possibly warped 
“FC&B Gets Bank 


boys 


money in the old sock, particula: 
with the running start that Albe 
Lasker gave them. 
R. J. CHRISTOPHER, 
Cummings, Brand & McPher- 
son, Rockford, Ill. 
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‘Firebrick Freddie’ 
Works in Ad Series 


To the Editor: Not long a 5» 
our company faced a_ work» 


shortage and used advertising 
interest prospective employes. 
think the resulting campaign y 
just a little out of the ordina 
and therefore might be of inte: 
to you and to your readers. 
V-J Day put us back into peace- 
time operation under which ve 


a 


nu re looking for WRITE, PHONE OR 
DDIES BOOKLET 


maintained peak production but 
reduced worker hours to normal. 
The only answer was to hire more 
employes, but we had to ‘get the 
word around.” 

To reach these people who lived 
in the small communities and pre- 
dominantly agricultural area sur- 
rounding Mexico, Missouri, where 
our plant and general offices are 


located, we tried a combined 
newspaper and direct mail pro- 
motion that brought the results 


we wanted. 

We felt that, while this cam- 
paign was to be directed primarily 
at prospective workers, it could 
be double-barreled and serve t 
remind the people already work- 
ing for us of the desirability of 
A. P. Green employment, and thu 
pay added dividends in continuing 


good worker relations. We de- 
cided to stay as far as possible 
away from the _ cut-and-dried, 


formal, school-book approach, and 
the returns would indicate far 
above ordinary readership. 

Here, then, is “Firebrick Fred- 
die,” who did the heavy work in 
our campaign. 

BRAXTON POLLARD, 
Advertising Manager, A. P 
Green Fire Brick Company, 
St. Louis. 


| Extinguisher Maker 
Changes Hotel Slogan 


To the Editor: We noted in a 
recent issue of ADVERTISING AGE 
Copy Cub mentioned a new slog.in 
of the Radio Manufacturers’ As- 
sociation, “Radio in Every Roor:. 

In light of recent fires, 
might be interested to know 1 
our client, The Dry Fire Chemi 
Inc., a manufacturer of fire 
tinguishers, is now using 
slogan which we originated, in ‘- 


vertising directed to the h 
trade: 
Every room with bath 


(shi wW- 
ing “‘bath’’ crossed out and . 


Gas” lettered above it). 
3ILL BonstrB, President 
Bill Bonsib Advertisi! 


Agency, Denver. 
’ vvey 

Praises Young Opus 

To the Editor: Congratula 
on one of the most enterp) 
pieces of reporting that the 
press, or anyone else for that 
ter, has printed in recent ye 

I am referring, of 
Mike Hughes’ story on R 
Young. This is a swell job 

IRWIN ROBINSON 
Tracy - Robinson, Inc., N¢é 
York. 


course 


rtis 


Pers 


‘ill 


‘ore, 
Major 
will be 

tests of 
llege a 
eer gil 
irls, nu 
Tae com 
we of « 
reedom 
rial of “ 
ompany 
ree com 


Mright w 
egins.”’ 
been pre 
aign b: 


all pa 
Merch 
large wil 
size pric 
retailers 
advertisi 
will jud; 
‘anking 
fand win 
Bcase of * 
mercenta 
each ad 
nndepenc 
; Young 
agency f 


Name: 
Cante 
York, ha 
& Co., N 
coming 
publicati 
direct m 


Name: 
Hunte 
New Yx 
ff & J 
consume 
on | 

lloy for 


Edith | 


Edith 


° 
a 
[or 


f 


. a = - 2 . ie v eee at ay = = a suis 7 Tie a 
3 = a 
é o~ ie, ’ ; ve 
eels Es: Vi . , — / Y | fy a 4 | ff Y 
VYorveg o bixg 4£Ve yy 
oe ge LK EL’ Z g Gr KE PL wn (EY Zp LV Z 
Biss. J 
Eb tlle aS - 
ete SS Es on 
ares 
Ni ILLTC 
iss. pO Be nfort! 
ee | at’s 
4 Pe . Ys 
a 7 consu 
© ad nea 2. 
icatuslil break 
* ae »new “I 
iis: ary nay 
se ‘orporat 
rea ed i 
to back © 
pO ned UE 
we inst 
a ; f Ladie: 
EEE | all's, a 
, Jk. Sa 
oS ay a == the ct 
(ie Pe | \ oye ca  apveniie 
ie ] / ; 
oh ae iw we ee next 
| Jae ell as 
oA | Sf Qeeiant : 
Pages Fife | \N H 
ae | \ Ss 
- | vy | 
YAIESS mo 
™ 27 
3 St a 
~ = | we wedlen 2 hasbial thats (ar gaur enprgenanl 
ay i " | And quoos yon mire jacis on Green Camp ny employment 
=e | In thee iat Ymars Troaky tolls Jobsashor McGurk 
& 7 pihhias ahead a 
: ee Yon id ts glad f yon ath jor a copy ledag 
= - - $$ — FREBRICK FREDO 
ympany employment t m the asking To get your copy, jus 
| a sighaainaes een oeees Uae er ear ee 
| for more men. Learn for yoursrif = NOW hat the A. P. Green Company 
COMETH) TODAY POR -¥ 2a 
me 
9 f the n 
\ # $0 
i Se | 
baer a 
ae | 
Rar, 
es 
eee a 
ae 
Satie 
cate 
i 
— 
age 
ey: 
- a 
Pe oy ia rz 
Da 7 
. ! Toda 
Bats n Sil 
ire a oe Du » . 
oe) gag ‘ I 
ee ( 
ee 
ion Louck: 
ce ic : 
B istics es 
eae is k 
aap E tor 
1 y, 
ater. ia 
ees S le . 
1% 
Sta 
eC Ar 903 
m 
ees Yow d 
1p} 
; to 
a] 
in 
A . 
M oti 
4 i1s 
i iC€ 
ee A ee “oh See ” x ry em ae : by ; Lae i q , * = b, ’ , by 3 oe es ° 7 Ss ht Saw ASS aes: Nis > . cm, r > 


, 19 rtising Age, January 27, 1947 
ular 
‘ie. (Personal Products 


™ -fwill Introduce 
N on-Chafe Modess 


\ mLTowNn, N. J.— ‘Walk with 

ort! Move with freedom!” | 

Tiat’s the slogan of a_ six! 

gao o ths’ advertising campaign in 


vork 7 consumer magazines, scheduled 
ing o [B, break next month, to introduce 
2S. € ,new ‘‘Free-Stride” Modess sani- | 
m Vv ary napkin. Personal Products | 
lina y, ‘prporation has ‘‘substantially” in- | 
nter reaced its 1947 advertising budget | 
back the new product, and has 
peace- ined Up a program calling for 
ch we fhage insertions in February issues 


* Ladies’ Home Journal and Mc- 
“lis, and 22 national magazines | 
tue confession and fan groups. | 
harge-space ads will appear for 
» next six months in these as 
vell as in Country Gentleman, 
70d Housekeeping and True 


Major selling point of the ads 
will be the results of nationwide 
ests of the new Modess among 
llege and high school girls, ca- 
eer girls, housewives, factory 
irls, nurses and office workers. 
Tae company found that an aver- 
ce of eight out of 10 reported 
reedom from chafing during the 
rial of ‘“‘Free-Stride’’ Modess. The 
ompany says the secret of chafe- 
ree comfort lies in the fashioning 
f the napkin edges, whereby the 


on but 
normal. mew Modess has extra. cotton 
© more fright where the cause of chafe 
get the begins.”” Personal Products has 
been preparing for the new cam- 
o lived Paign by shipping ‘Free-Stride” 
nd pre- Modess for more than six months 
ea sur- all parts of the country. 
where Merchandising aids will include 
ces are parse window display cards, giant- 
mbined 2 price tickets, and a contest for | 
il pro- retailers to induce interest in the 
results advertising campaign. Retailers 
will judge the relative readership 
Ss cam- ‘anking of four new Modess ads, 
imarily #24 winners will earn a_ special | 
t could Hcase of Yes facial tissues. Actual 
erve ti percentage of women reading 
- work- peach ad will be determined by an 


nndependent research organization. 


ility of : , 
Young & Rubicam, New York, is 


nd thus ] 

itinuing Besency for Personal Products. 
We de- ae 

possible RNames Sneider Agency 


d-dried, 
ich, and 
ate far 


Canterbury Watches, Inc., New 
York, has appointed A. M. Sneider 
& Co., New York, to handle forth- 
coming consumer and_ business | 
< Fred- 


iblication advertising, as well as 
work in —alrect mail campaigns. 
“or Names Ruthrauff & Ryan 
| 
ns _ Hunter Douglas Corporation, | 
pan) New York, has appointed Ruth- | 
iuff & Ryan, New York, to handle | 
umer and business advertis- | 
on Flexalum, new aluminum | 
‘an for Venetian blind slats. 
ed in a . 
Naor fedith Dunn Moves 
y slos Edith Balfour Dunn, recently | 
me _B—esicned as merchandising editor 
om I oday’s Woman, and formerly | 
‘se iaal similar capacity with Miss | 
es, rica, has joined the New York | 
ow c relations firm of BWB As- | 
hemi ociates as sales promotion coun- | 
fire , 
ng ee | 
° ; 7 ‘ ‘ 
ae Loucks Joins ‘Redbook’ 
e k Loucks, formerly media 
‘rector of Federal Advertising | 
(shi v- A ‘y, New York, and previously 
id * © iia director of Blackett- | 
5 le- Hummert, Chicago, has | 
jent { the New York advertising 
eit staff of Redbook. 
Ay points Wolff Agency 
Ss m Fechteler & Co., New 
tula decalcomania manufacturer, 
rp! ppointed Lester “L.” Wolff, 
ho to handle forthcoming news- 
nat and business publication ad- 
ye _ 
urse A . . 
.. M rtin Resigns 
yb. us N. Martin has resigned 
SON ce-president and executive 
Ni of General Features Cor- 


on, New York. 


Kiggins Leaves ABC 

Keith Kiggins, a senior vice- 
president of American Broadcast- 
ing Company who figured prom- 
inently in the development of ABC 
and its predecessor, the Blue Net- 
work, has resigned but will retain 
his financial interest in the com- 
pany. He will announce future 
plans soon. 


Lazarus Names Rodgers 


Sherwin R. Rodgers, writer of 
“Twisting Dials” and ‘First Row, 
Center,” syndicated columns, has 
been named account executive and 
publicity director of Harry J. 
Lazarus & Co., Chicago. Ruth Hol- 
man, in the art department, has 
been appointed art director. 


Sanitron Appoints 

Frederic Weinheimer, formerly 
northeastern division manager of 
the Robert Minty Company, has 
been appointed general sales man- 
ager of Sanitron, Inc., with head- 
quarters in Buffalo. 


Dry Goods Group 
Names Hahn First 
Paid President 


New York — The National Re- 
tail Dry Goods Association, con- 
cluding its 36th annual convention 
Jan. 16, voted to establish its first 
paid president. Lew Hahn, who 
has held the posts of general man- 
ager and treasurer, will also fill 
the office of president for the com- 
ing year. 

He succeeds Benjamin H. Namm, 
head of Brooklyn’s Namm Store, 
who was elected chairman of the 
executive committee. Jay D. 
Runkle of Crowley, Milner, De- 
troit, becomes chairman of the 
board. The elections to the three 
posts hitherto filled by the presi- 
dent, followed approval by the 
membership of changes in the by- 
laws. 

New 


vice-chairmen elected 


were: Donald A. Fowler, Porteous, 
Mitchel & Braun, Portland, Me.; 
Robert A. Seidel, vice-president, 
W. T. Grant Company, New York; 
Wade McCargo, president, H. V. 
Baldwin & Co., Richmond, Va.; Jay 
Iglauer, Halle Brothers, Cleveland, 
and H. H. Bennett, Zion’s Coopera- 
tive Mercantile Institution, Salt 
Lake City. 


Bloch Agency Names Olds 

Mac L. Olds, formerly advertis- 
ing manager of Harper Megee, 
Portland, Ore., has joined the 
Adolph L. Bloch Advertising 
Agency, Portland, as an account 
executive. Richard Bradham has 
been named to succeed Mr. Olds 
at Harper Megee. 


To Advertisers’ Service 

Airplane Shop, Pawtucket, R. I.. 
distributor of model airplane 
parts, has named Advertisers’ 
Service Company, Pawtucket, to 
handle its advertising. Business 
papers will be used. 


Griffin Joins Lefton 

Alexander R. Griffin, who for 
the past three years has been a 
commentator on the Mutual net- 
work, has been appointed assist- 
ant to the vice-president in charge 
of public relations and publicity 
of Al Paul Lefton Company, Phila- 
delphia. 


WJR to Boynton ; 
WJR, Detroit, has switched its 
advertising and promotion account 


from the Campbell-Ewald Com- 
pany to the Stanley G. Boynton 
Agency, Detroit and New York. 


Mr. Boynton was advertising di- 
rector of WJR in its early days. 


OZAUKEE PRESS 


the weekly newspaper 
with pictures 


port washington, wis. 


‘What brands 


Pittsburgh housewives 


have on their 


pantry shelves?” 


Unlike most studies of consumer brands, this 


one 1s an actual interviewer inventory made 


in consumers’ own kitchens and pantries As 


a result of this procedure, the precision tech- 


nique of sampling used and the application 


of over-all rigid technical standards, we have 


an accurate picture of consumer brand usage 


as it exists in the city of Pittsburgh. 


In the fourteen 


categories covered, all 


brands—national, regional, and chain—are 
included. A total of 616 brands were found. 


For instance 50 brands of flake and granu- 


lated soaps, 53 cold cereals, 42 different 


cleansers and scourers. 


do 


Because this inventory is continuous, with 


interviewing taking place every day, true 


trends are revealed. The information is cur- 


rent rather than general 


and provides an 


up-to-date picture at quarterly intervals. 


We believe that at least a partial answer 


to today’s problem of lowering cost of sales 


and increasing distribution efficiency will be 


found in this Continuous Consumer Brand 


Inventory, and all who are interested are in- 


vited to communicate with this newspaper 


or any of the Hearst Advertising Service 


offices located in principal cities. 


77GB UREN 


Sun-lelegraph 


Offices in Principal Cities 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Porter Resigns Ad Post 

David Porter has resigned as 
advertising director of Public 
Works News. published by Leb- 
har-Friedman Publications, Inc., 
New York. His future plans will 
be announced later. 


Dailey Mills Names Owen 


Thomas S. Owen, previously 
extension representative of the 
animal food department of the 


Borden Company, New York, has 


been named general sales man- 
ager of Dailey Mills, Olean, N. Y., 
manufacturer of Double Diamond 
feeds. 


Erwin, Wasey Appointed 


Fizzadent Corporation, manufac- 
turer of a cleanser for artificial 
dentures, has appointed Erwin, 
Wasey & Co., New York, for small 
space insertions in home and farm 
publications promoting sales direct 
by mail. 


START THE NEW YEAR RIGHT! 


We’re Happy About 


Manhattan Shirt Company, with a plant to employ 1,000 persons, and the 


Todd Shipyards Corporation, which has acquired operating rights to the 


expanded Charleston Shipbuilding and Drydock Company’s facilities. 


The faith in Charleston evidenced by these large national concerns is shared 


by other huge industries already here. The West Virginia Pulp and Paper 


Company, for years one of the section’s largest industries, is rushing to 


completion an $8,000,000 expansion program. 


The News and Couriers 


CHARLESTON EVENING, 


CHARLESTON, 
REBRESENTED BY THE JOHN BUDD CO. 


pint-sized. 


shot stars. 


amount of dough. 


Area. 


5,000 Watts 
at 800 kc. 
Day and Night 


Adam J]. Young, J: Inc Nat'l Rep 


ADventures 


in the radio business 
... that really pay off! 


@ Maybe your advertising appropriation is 
Could be, 
radio because you look at it in terms of Fred 
Allen, Fulton Lewis, Jolson, and other big- 
Believe us, it’s a mistake. 
give you good returns for your money, by 
lesser known personalities, for a capsul-sized 


too, you're scared of 


We'll 


To boil it down, if your product or your 
client's product want sales in The Detroit 
.. the place to do the job is CKLW ... 
with an 800 kc. frequency and the lowest rate 
setup of any major station in this region. Want 
coverage data, costs, ideas? 
tions at our Executive Sales Office, Guardian 
Building, Detroit 26. Or ‘phone CAdillac 7200. 
Remember, your time and our time is fleeting! 


IN THE DETROIT AREA, IT'S 


CKLW 


Then fire ques- 


J. E. Campeau, Managing Director 


Mutual 
Broadcasting 
System 
e Canadian Rep.. H. N. Stovin & Co 


Furniture Stores 
Form Buying and 
Advertising Group 


Cuicaco — Newspaper copy in 
Chicago papers will break Feb. 23 
for Stylecraft Stores, Inc., a group 
of furniture stores in this area 
which have banded together under 
that name to increase their buying 
efficiency and their advertising. 

The stores, which in the aggre- | 
gate do about $10,000,000 business 
annually, have not been extensive | 
advertisers in the past but the new 
organization is expected to give 
them greater scope. The pros- 
pective budget for the organiza- 
tion is estimated at about $60,000 
for 1947, with the possibility that | 
a greater amount will be de- 
termined in midyear. 

W. B. Doner & Co., Detroit and 
Rochester, N. Y., agency which re- 
cently opened Chicago offices, is 
handling the account. 

The advertising schedule calls 
for about half-page copy twice 
weekly and at least one full news- 
paper page monthly. The sched- 
ule probably will be expanded 
later to include publications out- | 
side the Chicago area. Aaron Fine, 
of Wallen-Fine Furniture Com-| 
pany, Chicago, is head of the ad- | 
vertising committee for Stylecraft 
Stores. 

Each store will adopt an identi- | 
fying emblem and stores outside 
the Chicago area will be furnished 
mats and other material for pre- 
paring ads of their own. 


Home Furnishings 
Sales Gain 57% 


New York — Home furnishings 
sales for the first nine months of 
1946 have risen 57%, or $6 billion. 
over 1945, on the basis of a 30- 
state, 350-department store an- 
alysis made here by the Fairchild 


Publications marketing research 
department from reports by the 
Department of Commerce and 


Federal Reserve Bank. 
Total sales in 1945 were 51% 


over 1939, an increase of $3.75 
billion. 
According to the study, the 


center of economic gravity in terms 
of income and population shifted 
during the war years from the 
East to the West and South. This 
is borne out in home furnishings 
sales figures; of the nine states 
that showed increases of 65% or 
more from 1939 to 1945 only one, 
Maine, 65%, is in the East. All 
other eastern states (in the 30- 
state study) were below the gen- 
eral run, in contrast to California. 
with an increase of 87%, Wash- 
ington, 66%, and Arizona, hitting 
the high of 148%. 

This trend may be eliminated in 
1946, although it is still too early 
to tell. Sales figures so far for 
1946 show, however, that all states 
are making substantial gains, most 


states gaining between 50-60% 
over 1945. 
Stone Joins ‘Norte’ 

Daniel Stone, associated with 


several New York art studios and 
formerly overseas as an Army 
captain, has joined American In- 
ternational Publications, Inc., New 


York, as art director of Norte. 
Latin American consumer maga- 
zine. 


Carolina Admen to Meet 
The Carolinas Advertising Ex- 


ecutives Association will hold its 
mid-year meeting in Winston- 
Salem, N. C., Feb. 21-22, with 
O. A. Robinson, Observer, Char- 


lotte, N. C., as program chairman. 


Bird Joins Epstein 


Reilly Bird, formerly associate 
advertising manager and art di- 
rector of Mandel Brothers, Chi- 


cago, has been appointed a vice- 
president of Dade B. Epstein Ad- 
vertising, Chicago. 


|Columbia Agency, Portland, Ore., | 
|and Vancouver, Wash., has estab- 


in , ee uit Pee 
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, : . P dvertisin 
Lebhar Named Chairman, |Joins ‘American Legicn’ 


Friedman President William H. Paul, formerly; 


Godfrey M. Lebhar, president Fim ana Dias ts ers 
of Lebhar-Friedman Publications, | 44, [Legion Magazine. New 
New York, has been elected to | to eat ie a ett he ut 
the newly created post of chair- A new merchandising das se vid 
man of the board. He has been |\i1) pe available to on he 
editor-in-chief of Chain Store Age Within a few weeks. PSE 
since it was founded in June, 1925, | 7 
and will continue in that capacity. ‘. 

Arnold D. Friedman, formerly | Kramer Joins Labtex 
vice-president, has been elected to| Elaine Kramer, for six yes 
succeed Mr. Lebhar as president. publicity and advertising di ec: 


of Arkay Junior Frocks ard 
Appoints Cogan affiliates, has joined Labtex F 
|rics, New York, as promotic: 
Eugene J. Cogan has resigned | rector and fashion eoabiinat r 
as media director of Ward Whee- 
lock Company, Philadelphia, to} 
become media director of Geyer, 
Newell & Ganger, New York. He 
succeeds Charles A. Brocker, now 
vice-president in charge of opera- 
tions (AA, Dec. 16). 
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Stores Name St. Georges 


Woodrow Stores, chain of 3 
| haberdashery and men’s furnish 
ings stores from Maine to Floriad 
has appointed St. Georges & Keye 
|Inc., New York, to handle adve; 
| tising and publicity. 


‘NBC Signs 165th Outlet 


| KAWT, 250-watt station 
|Douglas, Ariz., has become th 
165th affiliate of the Nation; 
Broadcasting Company. 


Bross Forms Company 


Willis H. Bross, formerly asso- 
ciated with Don Hammitt in the 


lished Bross Transit Advertising 
at 420 S. E. Alder, Portland. 
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artype alphabets, arrows, numerals and symbols, ‘on 
both black and white, save you time and money eaiels 

are so easy to use. Printed on the underside of Porte 
transparent, self-adhesive sheets, this efficient, Male 

. . : th 
inexpensive method is the perfect answer to your re 
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Artype Incorporated | 
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: jirlines to Start 


Hew Safety Series 
n164Newspapers — 


ar ahs caf (Continued from Page 1) 
rs ar a oting domestic scheduled air- 
btex Faqgnes, on which about $500,000 (as 
motion gif 1946) would be spent; (2) a 
dinatvr. [Bampaign for domestic and inter- 
| ational air mail; (3) an air 
re OrgesHreight and express campaign. The 
ain of gggmail and freight campaign budg- 
's furnishts and media have not been defi- 
to Floriddfitely decided. 
7 , Fea, Symbol Undecided 
Originally, the advertising com- 
mittee had considered the assign- 
Jutlet Bent of a symbol to distinguish 
tation cheduled lines from non-sched- 
come th™hled operators. Although several 
Nationdiyere offered to the group, no de- 
ision was reached at the meeting, 
rnd as yet no symbol has been 
ane ee—megreed upon. | 
_.——-#§ As in past years, the airline | 


war chest is helped substantially | 
by contributions from plane, en- 
pine and accessory manufacturers. 


Mnary opposition to the adoption | 
of an ATA-scheduled symbol 
ame, not from the airlines, but 

»* rom manufacturers who are now 
* & finding a market in the burgeon- 
ling non-scheduled field. There are 
mow some 1,500 operators—most 
of them shoestring outfits—in the 
independent field, but some of 
these companies, such as Slick 
mAirways, Waterman and Air 
wmeCargo, are proving to be profitable 
operations and are good prospects 
for the plane and parts manu- 
facturers. 

The 1947 copy will be keyed to 


goes by air,” and other copy 
points will emphasize the airlines’ 
wartime research, their safety 
yrecord, and their radically reduced 
Spassenger fares and freight tariffs. 


Mr. Crary’s announcement noted 


mildly that the public had the 
» wrong impression of airline fatali- 


ities “in view of the emphasis 

Splaced by the press on airline ac- 

| j cidents—which of course were 
€ @B ews,” and said the campaign 


“will also stress that there is no 
let-up in the vigilance of the air- 
lines or in efforts to improve what 
the advertising copy will prove is 


Sy remarkable safety record 
Vv aloft. ° A 

vt Porter Joins Thompson 

a Malcolm B. Porter, formerly | 
;with the Millwood Corporation | 
I and recently released from the 


7 ' Coast Guard, has joined the sales 


} ff of George E. Thompson & | 
Associates, New York, outdoor ad- | 


K rtising representative. 


Hills Forms Agency 


F. W. Hills, formerly with Sears, 
Roebuck & Co., Chicago, and more 
recently with the L. W. Ramsey 
Advertising Agency, Davenport, 
la, has established his 


Insiders guessed that the pri-| 


the slogan “The modern traveler | 


Thomas Heads Sales; 
Crawtord to Chicago 


J. William Thomas, for several 
years a member of the eastern 
sales staff of Liberty, and for the 
past year western manager, has 
been appointed eastern manager. 

Frederick E. Crawford Jr., who 
has been on the western sales 
staff for five years, succeeds Mr. 
Thomas as western manager in 
Chicago. 


GF Promotes Grogan 

Ben F. Grogan, with General 
Foods Corporation, New York, 
since 1941, as a member of the 
purchasing department, has been 
named an assistant advertising 
manager of the Post cereals di- 
vision. Mr. Grogan, who will be 
succeeded by his former assist- 
ant, George H. Benedict, has had 
charge of the purchase of dis- 
plays, premiums, booklets, and 
advertising materials. 


Seidel Appoints Harris 
Oscar Harris, formerly with 

Cineffects, Inc., has been appointed 

art director of Seidel Advertising 


| Agency, New York. 


Kelly Promises 
Railroad Fight 
fo Keep Traffic 


Sr. Lours— The railroads are | 


| Kelly asserted. 


| 


without a struggle both to hold 


The nation’s rail lines, he said, 
had begun studies to determine 


‘hold and build by providing maxi-|association, in a 


'ducing fares, providing free meals | 
‘and other frills for their pas- | trust laws until his association can 
sengers without explaining to the|be heard. Mr. 
‘public why they do this,” 


AAR Meets Jan. 30-31 


_senger traffic they established dur- | American Railroads may be dis- 
ing the war, George A. Kelly, ex-| cussed at the AAR meeting to be 
ecutive vice-president of the Pull- held in Chicago Jan. 30-31. 
man Company, declared Tuesday. |meeting will presumably include|piamond” and emphasizes quick 
“Railroad passenger service, |selection of anew president to suc- | turnover and generous profits. The 
under favorable conditions, has/| ceed R. V. Flecher, named interim first ads will appear 
shown it can gross more than $2 | president last November following 
billion, and no such volume of po- | the death of John J. Pelley, former | tions. 
tential business will be discarded | association chief. 
Also on the agenda will be con- 
that volume and to find means of | sideration of action being taken by 
making it yield a satisfactory net,” | Robert R. Young, chairman of the 
he told the St. Louis Electrical| board of the Chesapeake & Ohio, 
Board of Trade. \to form a new railroad association | 
(AA, Jan. 13, 20). | 
Mr. Young on Tuesday reiter- | 
how much of the traffic they can |ated his intention to form another | 


Mr. | such legislation. 
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mum comfort and convenience. ;Senate interstate commerce com- 
The railroads “are getting tired of | mittee. 
‘airline operators boasting of re- | not to approve proposed legislation 
to exempt railroads from anti- 


He asked the committee 


Young opposes 


| Starts New Match Series 


Diamond Match Company, Chi- 


What steps the lines will take| cago, has begun a series of car- 
| going all out to hold the high pas-| jointly through the Association of |toon-jingle ads pointing up the 
|value of complete match stocks in 
grocer, drug and tobacco outlets. 
The The series, to run through 1947, is 

called “Cash Register Jingles by 


in drug, 
|tobacco and grocery trade publica- 
Batten, Barton, Durstine & 


Osborn, Chicago, is the agency. 


| 


. SINCE 1928 
“SAN FRANCISCO 
RUSS BLDG. 

telegram to the| ‘ 


‘SIMPSON-REILLY, cb: 
| s Publishers Representatives 


LOS ANGELES. 


GARFIELD BLDG, _ 


gart any more than 


So... with a ready apology on our lips — 
we'd like to tell you a short story. 
It began in 1921. Edward H. Ahrens had 


an idea for a 
employees. February, 


new mag 


1922, 
issue of HOTEL MANAGEMENT. It totaled 


the next fellow. 


World" was acquired in 1928. 
Hotel Review" was added in 1930. 
And two 
saw the first 


azine. 


organization grew. In 1925 "National Restau- 
rant News’ was purchased and changed to 
RESTAURANT MANAGEMENT. The "Hotel 
“National 
In 1931 
they were combined into HOTEL WORLD- 


As We Enter Our 26" Year... 


E don't relish being tagged the brag- 


REVIEW, the only national weekly newspaper 
for hotel executives. The latter purchase 
included the Gehring Hotel Directory. This 
was changed to TRAVEL AMERICA. 
February, 1947, marks our 25th Anniver- 
sary. Fifty-one people are now in the organi- 
zation. The length of service of all amounts 


own | 


/ agency, the F. Willard Hills Ad- | 


vertising Service, at 640 10th St., 
Moline, Tl. 


LOOK IT UP in 
the MARKET DATA BOOK! 


/NDUSTRIp, 
MARHETING 
<a 


CONSUMER MARKETS EDITION 
s 


— tT eee 


_—— BUSINESS PUBLICATIONS EDITION 


48 pages and cover —carried only ten ad- 
vertisements. It had 35 competitors. Many 
sympathetically predicted its failure. They 
said the magazine was ten years ahead of 
its time. 

They were right. It was ahead of its time. 
By the time the | 8th issue came off the press 
HOTEL MANAGEMENT led a_ prominent 
manufacturer's survey of reading habits in 
the hotel field by a very substantial margin. 
Since that time (July 1923), it has never 
relinquished that leadership. 


Things continued to happen. Ed Ahrens’ 


‘YORK — 


AHRENS FIRST EDITIONS 


The following dates represent the first print- 
ing of these publications under the banner 
of the Ahrens Publishing Company: 

HOTEL MANAGEMENT February, 1922 
RESTAURANT MANAGEMENT... June, 1925 
HOTEL WORLD August 4, 1928 
NATIONAL HOTEL REVIEW. October 25, 1930 
HOTEL WORLD-REVIEW April Il, 1931* 
TRAVEL AMERICA Summer, 1931 


(* Combining HOTEL WORLD and NATIONAL 
HOTEL REVIEW) 


to 515 years and two months. The Publisher 
is proud of this record. And his feeling of 
pride is shared by every member of the 
Ahrens “family.” 

We'll risk patting ourselves on the back 
once more! Volume-wise, our revenue is fast 
approaching the million-dollar-a-year mark. 
True, it may seem like a drop in the bucket 
to many. But it isn't peanuts. 

That's it—in part. For the complete, 25- 
year history of AHRENS PUBLICATIONS— 
watch for the February issues of HOTEL 
MANAGEMENT and RESTAURANT MAN- 
AGEMENT magazines. 


AHRENS PUBLICATIONS. 

i ESTAURANT MANAGEMENT © HOTEL MANAGEME 
HOTEL WORLD-REVIEW | 

CHICAGO +) ATLANTA 

: 71 VANDERBILT A\ 


- $yite 2020, San 


» TRAVEL AMERICA | 
LOS : re ) 
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Ethyl Boosts Weston; 
Starts Cleaner Drive 


Russell B. Weston, former as- 
sistant advertising manager, has 
been appointed advertising man- 
ager of Ethyl Corporation, New 
York. He assumes these duties 
from Ralph C. Champlin, director 
of advertising and public relations, 
who will concentrate on public 
relations. 

Ethyl Specialties Corporation, 
yf subsidiary, has started maga- 


zine advertising for Ethyl Liquid 
cleaner, introduced in newspapers 
last year. The complete media list 
has not been determined. Batten, 
Barton, Durstine & Osborn is the 
agency. 


Morgan Joins Lees 

Earl B. Morgan Jr., released 
from the Navy, has joined James 
Lees & Bone Company, Bridge- 
port, Pa., as advertising and pro- 
motion manager of the clear color 
carpet division. 


Read b 


RIDDER-JOHNS, 


NEW YORK CHICAGO 


the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papers 
90% of the 
553,000 eople in 
the St.Paul A.B.C. 


. % 
city zone. 
*Less than 10% of the people in the St. 


City Zone read any other daily newspaper. 


INC.—National Representatives 


| 342 Madison Ave. Wrigley Bldg. 


Paul 


DETROIT ST. PAUL 
Penobscot Bldg. Dispatch Bldg 
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CITY NAME, STATE 


OPTIONAL INFORMATION Pal 


STATION (DENTIFICATION 


POWER FREQUENCY 
WETWORK AFFILIATION 
REPRESENTATIVE 
BMB SEAL 


wong ol! counties and 


eas Tas: 
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BMB DAYTIME Audience Mop 
Study No. } = Merch 


MAP DEFINITION BP ' - ee ale ciel 
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1946 


AUDIENCE BY DECILES 


OPTIONAL - 


| SUBSCRIBER MAY SUBSTITUTE 


| WDIVIDUAL COUNTY TABULATION 


AS SHOWN ON PAGE 2. /N WHICH 


CASE HE MAY OMIT REFERENCE 
10 THE AVAILABILITY OF THE 
REPRINT OTHER DATA ON THE 


4 Be Bo. of Fan 
Penetration Counties 
90 = 100% xx x 
80 = 100% xx x 
70 =- 10% xx Re 
60 = 100% xx x 
50 - 100% xx x 
40 - 100% xx x 
30 = 100% xx x 
20 = 100% xx x 
10 = 100% xx 
Total Audience 5 ad 


STATION OR THE MARKET MAY 


BE INCLUDED BuT iF THIS 
INFORMATION 18 BY COUNTIES 
BMB STATION AUDIENCE By 
COUNTIES MUST ALSO BE SHOWN. 


Station Audience Reprint containing 
complete BMB audience information by 
counties and measured cities available 


free on request, 


650 KC 
500 WATTS 


Sere sree 


Daytine Audience 


9 XXX 


—., 


ilies 


Se AUDIENCE 


9 EXX BY DECHES 


EXX 


AVAILAB/L/T¥ 
OF REPRINT 


tions of actual percents. 


BMB Issues New 
Rules for Station 
Audience Data Use 


Broadcasters Get 
Alternative Forms 
of Map Presentation 


New YorK—The Broadcast 
/Measurement Bureau last week 
came forth with an answer to 
| broadcasters who have urged the 
‘bureau to set a pattern for promo- 
'tional and sales presentation of 
|/BMB data on station audiences. 
To 
75% of U. S. commercial stations 
belong to BMB—the bureau 
started mailing a folder stating 
‘rules and regulations for present- 


ins Miller & 


> Hutchings 


* CHICAGO 


ing BMB data, and showing three 
alternative formats for use of BMB 
audience maps. 

“To avoid misinterpretation of 


ferences of station or network 
audience penetration by counties 
and cities,” says a foreword to the 
new rules and regulations, “BMB 
has undertaken to issue to each 
subscriber day and night maps 
showing the per cent of listeners 
for the subscriber in each county 
and measured city by full per cents 
or by deciles, depending upon the 
size and complexity of the sub- 
scriber’s BMB audience area. 
These maps will bear the bureau’s 
official seal and replace the single 
color maps originally included as 
part of the subscriber’s Station 
Audience Report.” 


Must Show Highs, Lows 


The new rules set down specific 
requirements, such as: 
1. Maps and tables must “dif- 


subscribing broadcasters— | 


FOR BMB DATA—This is the second alternative for subscriber publication of Broadcast Measurement Bureau data, for ; 
typical station of moderate area composed of county units which are too small or irregular in shape to carry clear indica. 
Relative intensity of audience in each county is indicated by use of deciles (tenths of percents) 


'uously carried to indicate the re- 


strictions. 
detail 


must be offered without 
charge on request, even though 
only partial information is quoted.” 


3. Whenever BMB reports are | 


used to define an area, audience 


|information “must be given equal 
| prominence to any other statistical 
d 


BMB reports and to emphasize dif- | 


ferentiate between high and low | 
audience per cent penetration of | 


counties and groups of counties,” 
rather than imply a complete uni- 
formity of penetration. 

2. Maps and tabulations ‘must 
fully support each other. Where 
maps or tables are limited to por- 
tions of the full BMB report, both 
the maps and tables must be re- 
stricted to the same areas and an 
appropriate note must be conspice- 


ata concerning the area. Further- 


Complete BMB report | 


| ; F 
;}more, BMB audience information 


must appear in the same geo- 
graphic detail as any non-BMB 
summaries wherever BMB has re- 
|ported audience in such geographic 
detail.” 

| The BMB-preferred form of 
map presentation, which smaller 
stations especially are expected t 
use, shows the per cent and nu- 


Why the Daily Eagle and Evening 


newspapers devoted exclusively to the Greater Lawrence market. 


Tribune? Because they are the only 
Here 


are salient facts on the Capital of the Worsted Textile Industry: 


@ Population 128, 


619 


Valuation $84,248,100 


Retail sales $52,942,000 


* 
@ Food sales $14,654,000 
e 
& 


Total buying income $90,480,000 


(Sales Management 1946 Survey of Buying Power) 


their 
Read i 


Reach the people who are better able 
to buy your product. 


Reach them thru 
daily newspaper—the Eagle-Tribune. 
in 95 out of every 100 homes. ABC 


Circulation over 35,000. 


Serving hundreds of national advertisers 


ts EAGLE-TRIBUNE 


- LAWRENCE, MASSACHUSETTS | 


- NATIONAL REPRESENTATIVES 


WARO-GRIFFITH CO. 
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erical audience figures in each 
vunty and measured city. If only 
e per cent figure can be shown 
, the map, BMB advised, an ac- 
smpanying table may show the | 
mplete data by counties and | 
easured cities. 
The second alternative format, 
y use where physical or space 
mitations prevent reproduction 
¢ full data, shows the per cent 
enetration in deciles (5 equals 
09-59%, 6 equals 60-69%, etc.). In 
‘is case, said BMB, the map must 
e accompanied by a complete 
udience data tabulation by coun- 
ies and cities or a summary table 
f audiences totaled by deciles 
nd the complete BMB Audience 
beprint must be offered free on 
equest. 
The final alternative is for use 
y stations with area maps so large 


sto preclude even use of deciles. 
hese stations may reprint their 
MB maps to show by color, shad- 
mg or cross-hatching at least two 
ategories of counties classified ac- 
ding to per cent of penetration. 
uch maps must be accompanied 
by tables totaling the audiences by 
Heciles and also by the per cent 
anges aS mapped, and complete 
udience data must be offered free 
bn request. 

BMB subscribers are being sent 


wo blank base maps each for use | 


presenting their BMB data 
inder the new rules. 
BMB’s “area” reports have gone 
0 press and are scheduled for 


bublication about Feb. 15, accord- | 


ng to Philip Frank, executive sec- 
etary. 


ursery Adds Stations 


Farmers Wholesale Nursery, 
Smithville, Tenn., which has been 
ising a dozen large southern sta- 
ions since last Oct. 1 in a $150,000 
bdvertising campaign for packaged 
‘home orchards,” consisting of 
bpple, peach, plum and é apricot 
saplings, and_ selling at $4.95 
ppiece, will extend the campaign 


) “virtually every 50,000-watt sta- | 


ion in the U. S. where sky-wave 
ime and hillbilly talent is avail- 
able.” Agency is Hedrick & Co., 
Yashville. 


ublications Move; 
ive Added to Staff 


New England Electrical News 
ind the New England Appliance 
~: Radio News have moved their 
iffices to the Harbor building, 470 
\tlantie Ave., Boston 10. Alfred 
H. Stone has been appointed ad- 
‘ertising manager of New England 
ippliance & Radio News, and 
stanley Sherman has been named 
idvertising representative. 


{BC Airs New Show 


American Broadcasting Company 
mn Thursday broadcast the first of 
‘new sustaining series of drama- 
izations of famous news events, 


ased on experiences of Quin 
Ryan, veteran radio news and 
sports reporter. The program, 
That Was the Year,” will be 


ird from Chicago on about 200 
ABC stations on Thursdays at 
9:30-10 p.m., EST. 


pee Oil Appoints Fritz 


iurens H. Fritz has been ap- 


Ointed industrial advertising 
manager of Sun Oil Company, 
rhiladelphia. He will be in charge 


vertising, sales promotion and 
‘eting research for industrial 
icts and Sun’s wholesale and 
ce oil departments. 


Adwomen Hunt 
New ‘Homes’ for 


100 War Orphans 


Cutcaco—The Women’s Adver- 
tising Club of Chicago last Tues- 
day adopted the suggestion of its 
service committee that the organ- 
ization secure pledges totaling 
$18,000, to cover the “adoption” of 
100 war orphans for a full year, 
through the Foster Parents’ Plan 
for War Children. 

The club itself adopted an or- 
phan in Belgium last year and will 
continue to handle his support this 
year through the Foster Parents 
organization. 

The plan was proposed to the 
membership by Leah Anderson of 
Foote, Cone & Belding, head of the 
club’s service committee, at a 
meeting at which the principal 
speaker was Donald McGibeny, 
author and traveler. 

As the project has been set up, | 
the 200 members of the club will | 
serve on 190 teams, each having a | 
quota of 10 children, at $180 per) 


year each. 
sume no financial responsibilities 
and all arrangements will be han- 
dled through the Foster Parents 
organization. Children available 
for ‘‘adoption” are located in Hol- 
land, Belgium, France, England, 
Malta and Italy, and Foster Par- 
ents is equipped to meet requests 
for a specific type of child and 
nationality. 


Dailies Boost Newsprint 
Consumption 27% in ‘46 


During last year daily news- 
papers reporting to the American 
Newspaper Publishers Association 
used 3,136,276 tons of newsprint 
paper, an increase of 27.7% over 
1945 and an increase of 6.4% over 
1941. The ANPA estimates that 
4,296,268 tons were consumed for 
all uses in this country last year. 

At the end of December daily 
newspapers reporting to the ANPA 
had stocks of newsprint on hand 
amounting to 31 days—the same} 


|number as at the end of Novem- | 


‘ber. Stocks on hand at the end| 
|\of December, 1945, were 37 days; | 
| 1944, 52 days; 
1941, 44 days. 


The ad club will as-| 


1943, 52 days; and| 


White Cross Appliances 
Shift to Geyer, Newell 


The National Stamping & Elec- 
tric Works, Chicago, manufacturer 
of White Cross electrical appli- 
ances, which became a subsidiary 
of the Eureka division of the 
Eureka Williams Corporation of 
Detroit and Bloomington, IIl., has 
shifted its account from Burnett- 
Kuhn Advertising Company to 
Geyer, Newell & Ganger, New 
York. The move brings the entire 
Eureka Williams account into the 
GN&G fold. 

Among the company’s products 
are a new _ automatic toaster, 
waffle iron, coffee vacs for home 
and commercial use, a lightweight 
automatic electric iron, and table 
electric stoves. Initial promotion 
will begin this month,* with in- 
sertions ranging from page to 
half-page sizes to run monthly 
and bi-monthly in nine electrical, 
hardware and retail publications, 


‘and quarter-page space in seven | 


institutional publications. 


WAA Uses ‘Digest’ 


The War Assets Administration, | 
‘through Fuller & Smith & Ross, | 


|New York, has scheduled 


67 


inser- 
tions in eight editions of the 
Reader’s Digest—Australian, Dan- 
ish, Finnish, French, Norwegian, 
Portuguese, Swedish and Spanish. 


Carr Named General 
Manager of Van Sant 


Van Sant, Dugdale & Co., Balti- 
more, has appointed Clinton D. 
Carr, vice-president and business 
manager since 1944, as generai 
manager of the agency. The ap- 
pointment follows the retirement 
of H. K. Dugdale as executive 
vice-president. 

Mr. Carr was formerly produc- 
tion manager of Calkins & Holden, 
New York, and McKee & Albright, 
Philadelphia. He joined the Balti- 
more agency in this capacity in 
1938. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago 1} 


Idea-Planned...- 


“CAPPER 


for year-round living 


@ Summer, winter, spring and fall. . 


many needs and wants 


ing these needs ind wants 


your advertising key to America’s small city and town home market 


41% of the nation’s sales are made 


IN C. 


*» FOPEKA, 


. every season finds more than 2,000,000 
Household families intently engaged in the myriad activities of small city and 
town living. And in all these families, where home life has a uniquely impor- 
tant meaning, Household is welcomed as a source of guidance, stimulus and 
inspiration. Its idea-packed editorial pages crystallize and implement their 


its advertiving pages point to the means of gratity 


In this stable and enduring family market (Household families include 
3,067,861 children under 18), Household is an unrivaled sales booster It's 


where 


OUSEHOLD, wrercime oF action 


Ew FOR SMALL CITIES AND TOWNS 


PUBLICATIONS, KANSAS 
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HEIR TO A STATESMAN’S PARK BENCH 


Inheritance by ability, instead of by 
birth, is part of the American tradition 
which will one day, no doubt, win for 
John Hancock the bench in the park 
now warmed by Bernard Baruch. For 
like his friend and his mentor, Hancock 
has risen in the world’s most exacting 


*See “‘Mr. Hancock and The Bomb,” p. 103, FORTUNE, February, 1947. 


school—the Management of American 
Business—to become in deed, if not in 
years, an elder statesman. 


The story of this Managers’ Manager 
who gave to a President advice he never 
took, but whose advice to 20 corpora- 


No. 12 in the “Man of Adventure” series 


tions and 55 nations is seldom unheeded, 
is told in the February issue of FORTUNE.* 


In every issue FORTUNE unfolds scene 
by scene and character by character 
the drama of our industrial civilization 


as it nears a mid-century curtain. 
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dvertising Age, January 27, 1947 


PHOTOGRAPHIC REVIEW 
OF THE WEE 


M GROUP GETS ORGANIZED—Officers and directors of the new Frequency Modulation Association include (seated) 
_M. Jansky Jr., Jansky & Bailey, consulting engineer; Roy M. Hofheinz, KTHT-KOPY (FM) Houston, president; Leonard 
. Marks of Cohn & Marks, legal counsel. Standing: Leonard L. Asch, WBCA, Schenectady; Stanley W. Ray Jr... WRCM- 
M, WTMR, New Orleans; W. R. David, General Electric; E. J. Hodel, WCFC, Beckley, W. Va.; Frank A. Gunther, Radio 
ngineering Labs., secretary; Raymond F. Kohn, WFMZ-FM, Allentown, Pa., and Everett L. Dillard, KOZY, Kansas City, 
‘ASH-FM, Washington, vice-president. Others in the assoviation are Arthur Freed, Freed Radio Corp.; Treasurer Wayne 
Coy, WINX, Washington; Ira Hirschmann, WABF, New York, and Gordon Gray, WSJS- WMIT (FM) Winston - Salem. 


‘There was a young fellow named Tate 

who said | prefer 3 V-B 

Its a wower for power 

with a hundred horsepower 

‘ And brother, for bustlin’ thats great” 


Aad here is*Six Cy! ander’ "Mc Shield, 

fo wham the Ford Su hae appealed 
he has tried ail the: rest 

and found Ford the best. 


Fords out Front 
with a famous V8 

And a brilliant, new 6 ie wa fons ngs hy 

Folks say is great! aaibaon par 


#5. simply a mutter of chowe: 


Said 3 youry dactor named 8 


(a white with a veedie ard sut 


re) 
"Tm dane with my sewing 
Away tam #94 > be i te vas td svmy Foture!* 


JINGLES, TOO—Ford Motor Co., which is winning considerable attention with 

the industry's first price cuts, is employing jingles in four-color magazine pages 

to play up the merits of both the V-8 and 6-cylinder engines. J. Walter 
Thompson Co. is the agency. (Story on Page 14.) 


CELEBRATE FOUR A'S MEMBERSHIP—Becoming a member of the Four A's 

called for a party in El Paso, Tex., and here, at left, Dan White, partner, 

Mithoff & White is being toasted by Roy Chapman, sales manager of KTSM, 

which gave the party at the El Paso Chamber of Commerce. Next to Mr. 

Chapman is Kari O. Wyler, general manager of KTSM, offering a toast to 
Warren T. Mithoff of Mithoff & White. 


FASHION GROUP—One bright angle of the first open meeting of National 
Publishers Association in New York recently was the participation of women. 
Conde Nast women executives and editors had a table together. Clockwise 
around it starting with opening in foreground: Elizabeth Weston, Mary Jane 
Jones, Reggie Slote, Alice McLaughlin, Mary MacMahon, Mary E. Campbell, 
Clare Malison, Jane M. Crockett and Evelyn Englund. 


bed 

eke ot. seu devom of wendtertel ame Magee femery hor cute 
tree Ree Heart mci rout Demy mengicety je o sotquth skin. 

te wet Ger vou te Fee @ « Ghd Ter, Reet oreeentige 5 

i oe Sh roe es 


FLEXNIT'S DREAM—This full color display poster for retailers reproduces the 
first of the four-color ads in Flexnit Co.'s new ‘dream series, illustrated by 
Bischoff, magazine artist, and scheduled for Charm, Mademoiselle, Modern 
Screen, Photoplay, Seventeen and Vogue. 

New York, is the agency. 


Kiesewetter, Wetterau & Baker, 


toe shave dowrward— 


Aad vou know wley ¥ Yeu, i vow dow’ 


[oy PERSONMA 
we poe Precision Blades 
10 for $1 See 


NAVE | drabio edge sad ange + ts 


PERSONAL—Personna Blade Co., which 
has increased its 1947 space from quar- 
ter to half pages, opens the new series 
with this copy featuring the well known 
senator.’ There are five magazines on 
the list, and about 35 newspapers be- 
ing used. The account is handled by 
J. D. Tarcher & Co., New York. 


<DITORS' RESPONSIBILITIES—Seated at the head table at an editorial forum session of the National Publishers Association meeting in New York recently were (left to right) Albert E. Winger, 
Crowell-Collier; E. H. Rees, senator from Kansas; Walter D. Fuller, Curtis, NPA president; Earl L. Shaner, editor of Steel; Otis L. Wiese, editor, McCall's; Ben Hibbs, editor, The Saturday Evening Post; 


~ol. Willard Chevalier, McGraw-Hill, toastmaster; T. S. Matthews, managing editor of Time; Frederick Lewis Allen, editor of Harper's; George T. Delacorte, Dell Publishing Co.; 
deputy third assistant postmaster general, and Arthur S. Moore, Hearst Magazines. 


Nelson B. Wentzel, 


The editors discussed "The Magazines’ New Responsibilities to Society.’ 
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Kimball Names Fluent | 
Mildred Fluent, formerly with 


Appoints Hogan 

Frank Hogan, formerly district | 
manager of Crosley Corporation, Inc., has been 
has been appointed sales manager | appointed account executive of 
of Appliance Distributors, Inc.,| Abbott Kimball Company, Los An- 
Chicago. | geles. 


| a 
| F 


NEWSPAPER AD EXECS AT CHICAGO CONVENTION—The cigar devotees at the left, snapped at the recent conventio, 
of the Newspaper Advertising Executives Association, are Frank E. Wescott, ad director of the Gary Post-Tribune, and 
Earl Robertson, national ad manager of the Kansas City Star. 
right-hand picture includes Bill Brown of the Birmingham Post; Kenneth Dennett, of the Chicago office of O'Mara jj 

Ormsbee, and Ray Powers of the Houston Press. 


Checking over their convention programs, the group in +h 


» 194) 
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New Investigation 
of Paper Supplies 
Planned by House 


(Continued from Page 1) 
istructed to look into “short and 
‘long range possibilities” of en- 
couraging production of forest 
|products in the United States and 
| Alaska, and of securing increased 
supplies. 

Scores of newsprint and pulp 
|mills have already ceased to exist, 
jand the groundwood papers are 
ifollowing the same course, Mr. 
‘Parker told a State Department 
|/hearing Wednesday. 
| He was particularly suspicious 
of lower duties on paper from Fin- 
land. “I am fully satisfied,” he 
said, “that when Finland exports 
to this market it is only because 


-cester Telegram-Gazette, with a daily circulation in excess of peer needs dollars and not Fin- 
land. 


140,000 and more than 95,000 on Sunday. | 


th TELEGRAM -GAZETTE 


sia WORCESTER, MASSACHUSETTS 
GEORGE F BooTH Publisher - ne 


| MOLONEY, REGAN & SCHMITT, INC... NATIONAL REPRESENTATIVES 
| OWNERS of RADIO STATION WTAG 


oe Sav gy 9 


give Local Color in Full Color 


Business keeps booming in Worcester, more so in this city of 
diversified industries than in any. other New England metropoli- 
tan center. Bank debits, as reported by the Federal Reserve 
Bank, tell the story in terms of cold cash. For the first ten months 
of 1946, bank debits in Worcester increased 13.3% over the 
same period in 1945, a gain greater than in any other major 
city in New England. Business activity, as reflected by this in- 
crease in bank debits, is substantiated by department store 
sales and numerous other figures to show that this $300,000,000 
market is a bright spot among New England cities. You are 


assured greater sales in this prosperous area through the Wor- 


Credit for Finland 


While he was attacking Finland, 
the Export-Import Bank was an- 
nouncing that it had authorized 
a $20,000,000 credit to enable that 
country to buy machinery, equip- 
ment and material here for re- 
habilitation of its lumber, paper 
and pulp industry. 


buy woodworking machinery, hy- 
dro electric equipment, 
steel, spare parts for trucks, lead, 


intended to increase production of 
these industries. 


N. American Newsprint 
Output Sets Record 


North American newsprint pro- 
duction, up 22.3% over the 1945 
output of 4,316,349 tons, set a new 
3 record in 1946 of 5,276,953 tons. 

|the News Print Service Bureau 
fae-nioe Of the 1946 total, Canada 
| produced 4,143,392 tons, the United 
| States 770,890 tons and Newfound- 
\land 362,671 tons. The Canadian 
|gain over 1945 amounted to 27.1%, 
U. S. 6.4%, and Newfoundland 9%. 
|A total of 960, 604 tons more news- | 
|print was produced in 1946 than 
the previous year. 

Stocks of newsprint at the end 
|of December, 1946, were 87,774 
jtons at Canadian mills, 15,218 at 
|U. S. mills, and 58,750 tons at 
Newfoundland mills, totaling 161,- 
742 tons. This compared with 
174,762 tons on Nov. 30, 1946, and 
143,061 tons at the end of Decem- 
ber, 1945. 


Now, attention+compelling | 
full - color gravure for al 
six Locally-Edited Sunday 
Magazines. To color add 
local color, that proved 
readership attraction of 
local pictures and local 
features. There's the reason 
the Locally-Edited Sunday 
Magazines attract more 
readers, hold readers longer. 


Px: pitty a2 ~ 


EFFECTIVE FEB. 16: 
AVAILABLE IN MONOTONE, DUOTONE AND FULL-COLOR. 


*HOUSTON CHRONICLE SUNDAY MAGAZINE 


Joins Ingersoll Steel 


Harry Allen McKee, formerly 
with Foote, Cone & Belding, has 
joined the Ingersoll Steel division 
of Borg-Warner Corporation, Chi- 
cago, as assistant to the advertising 
manager. 


Locally-Edited Sunday Magazines in six major markets 


HOUSTON CHRONICLE 
ATLANTA JOURNAL 
NEW ORLEANS 
TIMES-PICYUNE-STATES 


COLUMBUS DISPATCH 
THE NASHVILLE TENNESSEAN 
LOUISVILLE 
COURIER-JOURNAL 


Vs ihe 900 total oars each Sunday 


‘Times’ Names Reap 
Edward J. Reap, formerly gen- 
eral promotion manager of the 


Avoil able ngly or as a convenient single-order, single-copy package. Write San Francisco Examiner, has been 
Sendeed Gravee robot Louisville, Ky.: or contact anyone at Branham named director of public relations 
Co RK O'Mera & Ormsbee or eat Ferguson-Walker Co. of the Los Angeles Times. 


Air Contest Promotes 


Ralston Purina Show 


Ralston Purina Company, which 
started a noonday “Checkerboard 
Jamboree” program Mondays 
through Fridays over WOR, New 
York, on Jan. 13, is conducting a 
promotion contest offering 10 sets 
of silverplate to listeners best 
completing the statement “I like 
Checkerboard Jamboree _ be- 
cause...” in 50 words. Window 
displays are being used in leading 
chain stores of the New York area 
to promote the contest. Agency is 
Gardner Advertising Company, St. 
Louis. 


New Daily to Bow 


The Daily Times, Gainesville, 
Ga., published by the Southland 
Publishing Company, will make its 
appearance around Feb. 1. Charles 
Smithgall is the publisher. 


Pagano Names Alton V.P. 


Walter G. Alton, account ex- 
ecutive of Pagano, Inc., New York, 
photographic illustrator, has been 
appointed vice-president. 


ru Challenged | 
on ‘Downstairs’ 
Band Policies 


WASHINGTON — The fight over 
“upstairs” and ‘downstairs,” sup- 
posedly settled by the FCC near}; 
two years ago, threatened to flare 
up in Congress last week as Re; 
William Lemke, (R., N. D.) intro 
duced a bill that would re-estab- 
lish the downstairs band. 

While the legislation does no 
upset the FCC’s upstairs band, i 
requires the commission to issu¢ 
licenses for the old band, novy 
virtuaily abandoned. 

Like Zenith and other manuv- 
facturers who opposed the shifi 
upstairs, Rep. Lemke believes the 
old band would provide better 
service for the rural areas. 

The bill was referred to the 
House interstate commerce com- 
mittee, which will presumably 
confer with FCC before schedul- 


}ing hearings. 


With the credit, Finland will | 
iron and | 


coal and petroleum products, all | 


OUT ON A LIMB 


- ++ you say? New products popping every 
day—a rush to get them on the market. Book- 
lets, brochures from Bobby’s press will help 
to straighten out the mess. Bobby’s experi- 
ence? Gained thru just such men as you, giv- 
ing him tough jobs to do. So load it on—you're 
safe with Bob—’tho perched in the highest 
branches. For topnotch work turned out on 
time, you'll find he has the answers. 


FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 East-West Highway 


Silver Spring, Marylané 


NEW YORK OFF., 424 Madison Ave., Plaza 8-2740 * ATLANTA OFF., 501 Hoss-Howell Bldg., Cypress 427 3 


BALTIMORE OFF., 


1605 Court Squore Bidg., Pleza 6074 
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3 Dublic Is a Jerk’ 
"mmiew Decried by 
my. A. News’ Head 


(Continued from Page 1) 
ing is a phoney element are 
re to be pitied than censured, 
r Smith said. They never got 
ir roots down to the fertile soil 
basic advertising psychology, 
said. Comparing the situation 
people in a totalitarian country 
ith that of the confused dogs in 


conventioy : 
ibune, an@gevlov’s experiments — after the 
roup in thaplis had been mixed until the 
O'Mara iMpimals couldn’t distinguish be- 
en them—Mr. Smith explained 
——%>{ in Russia only one bell now 
mgs...the controlled voice of the 
red mmunist party. In prewar 
7] ope, 70 million people were 
rs prmitted to hear only the ring- 


g of a single bell, a dictator’s 
ll 


ht ,OVelve absolute freedom of the| 

TS, SUP oss, so we hear a lot of bells. | 

-C nearly... first amendment to our Con-| 

1 to flardiution made America’s press 

ty Rey heoretically and constitutionally 

-) introff.. put it has remained for ad- | 

re-estabfi tising to make it realistically 
id economically free. 

does no! 

band, i{@ Advertising a Powerful Bell 

to issu@™ “Advertising is a powerful bell. | 

ind, now gf rung at the proper pitch, it can 
irl a dynamic challenge to those 

r manugsciples of doom who fear for 


the shift 
ieves the 


mocracy’s very life. Advertising 
un do this by telling the people. 
“The public acts intelligently or 


Ss. mintelligently on any subject or 
1 to thegpsue in direct proportion to the 
‘ce comnount of information it gets on 
>sumablygpat subject or issue. Thus it is 


e sacred responsibility of those 
ho choose to become bell-ringers 
Db see to it the public gets the 
hcts, the whole story. 

“Sure, that is a job for the press. 
ut it’s a job for the whole press. 
nd that includes advertising in 
big way. 


schedul- 


Must Develop Conscience 


27, 1949 ortising Age, January 27, 1947 


Last Minute News Flashes 


Hamm’s Beer Starts First National Ads 


paign in six national magazines. 
radio and outdoor advertising. 
Chicago, is the agency. 


advertising budget about 10% 


and car cards. 


Sr. Paut—Theo. Hamm Brewing Company will “go national” Jan. 
31 with a full-page color ad in Collier’s starting a year ’round cam- 


Copy also will run in American 


Magazine, Esquire, Life, Newsweek and United States News and the 
brewer will continue its regular newspaper, business paper, car card, 
Campbell-Mithun, Minneapolis and 


National Distillers Ups Budget 10°/, 

New YorkK—National Distillers Products Corporation, increasing its 
to $7,000,000 for 1947, probably will 
spend a higher proportion in newspapers and less in magazines, L. M. 
Hickson, general advertising manager, told AA. 
50% has been in magazines, 30% in newspapers, and 20% in outdoor 
Six agencies work on the account—Lawrence Fertig 
& Co., Kudner Agency, Lloyd, Chester & Dillingham, Albert Frank- 
Guenther Law, Leon Livingston and Jackson & Co. 


Jenkins Joins Erwin, Wasey as Executive V.P. 
MINNEAPOLIS—Ray C. Jenkins, who established his own advertising 

and business consultant firm in 1945, on Feb. 1 will become executive 

vice-president and a member of the board of Erwin, Wasey & Co. of 


In recent years about 


| Minnesota. His staff will be consolidated with the agency’s office here, 
| which has acquired half of the top floor of the Rand Tower for its 


| expansion. 


Joseph MacGaheran, with the agency for the past 20 


years, has been elected vice-president in charge of creative work. 


‘In America, however, we do| Coast Guard Starts Recruiting Ad Series 
New York — United States Coast Guard, through Newell-Emmett | 
Company, broke copy Jan. 26 ranging from 540 to 980 lines in 45| tending the awards dinner at the 


large-city newspapers‘ throughoutygthe country to launch a $250,000 
| advertising campaign aimed at recruiting 10,000 specialists for the 


service. 


The campaign will run up to June. 
Sunday sports pages, are in cartoon form and are being done by five 


The ads, appearing on 


of the country’s top sports cartoonists. 


age anger Ads Promote Face Cream 


Chicago Artists - 
Contest Award 
Goes to Howard 


Cuicaco — John Howard, free 
lance artist formerly with J. 
Walter Thompson Company, last 
Wednesday won a $650 first prize 
and the assignment to illustrate a 
Cosmopolitan story at regular 
rates in the competition sponsored 
by three Chicago art groups. 

Howard’s painting illustrating 
“For Women Only” by Gordon 
Hillman, was selected from 135 
entries submitted by the cream of 
Chicago commercial artists. Judges 
were top-flight magazine illustra- 
tors Al Parker, Harold Von 
Schmidt and Austin Briggs. 

The competition, conceived to 
uncover new illustration talent 
and to focus attention on Chicago 
as an advertising and illustration 
art center, was sponsored jointly 


'cago, the Artists Guild of Chicago 
| and the Chicago Society of Typo- 
| graphic arts. 

| The 900 graphic arts people at- 


| Stevens Hotel had their biggest 
‘laugh of the evening when Cos- 
|mopolitan’s art director, Ed Wi- 
'talis, uncovered the mask which 
| concealed the name of the second 
place winner during the competi- 
|tion. That award went to Earl 


West PHILADELPHIA, Pa.—Frances Denney, through Newell-Emmett | Gross, partner in Stevens - Gross 


Company, has launched the first national advertising for Oils of the | Studio, who had originated and 
| Wilderness face cream with large-space copy in Woman’s Home Com- 


markets. 


1847 Rogers Bros. silver plate. 


| panion, Glamour, Charm, Vogue, Harper’s Bazaar and other women’s | served as 
magazines. Newell-Emmett took over the Denney account last month. | evening. 


Stokely-Van Camp Starts Outdoor Series 
ATLANTIC CritTy—Stokely-Van Camp, Indianapolis, through Calkins by Kli tudi 
& Holden, will break an outdoor campaign in 245 markets next month | ss pe Parsaguagncny 
for Van Camp food products and Tenderoni macaroni. 
is set for 10 consecutive months. A year-long car card campaign for Walter Th ; A 
Tenderoni and Van Camp beans was launched this month in itl oon thentien % ae Se 


The campaign 


International Silver Promotes Centennial 

NEw YorK—International Silver Company will use expanded sched- 
ules in Ladies’ Home Journal and Life to promote the centennial of 
The silver plate will continue to di- 
vide weeks with the company’s sterling on the Ozzie Nelson show on 


CBS. A March Life spread will show the products of the company 


in its 100 years. 


Young & Rubicam is the agency. 


and 
the 


promoted the competition 


toastmaster for 


Third place winner was 21- 
year-old Mary Miller, employed 
Honorable mentions 
awarded to 


were 
Fred Boulton, J. 


Vernon Stephens 
Hall studios; H. S. Stevens, Stev- 
;ens-Gross Studios; .Virginia M. 
|Paxson, free lance; Dwight O. 
Mutchler, free lance; Ray App, 
Dick Lewis Studios, and Lucia 
Larner, Bielfeld Studios. 

The 135 entries were all un- 
identified until the selections were 
_made. 


by the Art Directors Club of Chi- | 


A&P to Extend 
Grade Labeling 
on Own Brands 


New YorK—The Great Atlantic 
& Pacific Tea Company is extend- 
|ing its grade labeling program to 
“every one of its own brands of 
canned fruits and vegetables for 
which government standards have 
been established.” 


In this connection, the A&P 
pointed out that “the present 
widespread attention to grade 


labeling sometimes obscures the 
fact that A&P pioneered grade 
labeling on many foods in 1934.” 

The company emphasized that 
“the labels now appearing in A&P 
stores in ever-increasing numbers 
contain much more than (govern- 
j;ment A, B, C) grade designation 
| alone. 


Follow Council Suggestion 

“They conform to the modern 
conception of ‘informative label- 
ing’ because they feature a new 
panel of the type suggested by 
the National Consumer-Retailer 
Council — an organization which 
has taken a leading part on be- 
half of consumers in promoting 
informative labeling and which 
has been successful in enlisting 
a number of leading food retailers 
in this constructive program.” 

The informative panel sets forth 
‘the meaning of the grade, prod- 
juct specifications, and product 
itype and style. It also covers can 
‘size, amount of net contents, num- 
| ber of servings, and other grades 
in which the product 
able. 

“Until eomplete stocks of goods 
containing the new labels can be 
provided,” A&P _ explained, its 
own graded products can be 
bought under these brand names— 
A&P brand and Ann Page (Grade 
A); Sultana brand (Grade B), and 
Iona brand (Grade C). 

From the fall of 1934 until No- 
vember, 1941, the company said, 
its customers bought more than 


is avail- 


“Recently it has become popular | 


Starts Test for Obay Hair Tonic 1,468,000,000 grade-labeled cans of 


af 


) speak in awe and fear of atomic | 
ower. But nobody worries about 
yhat will happen to the world if 
ie powerful bells of the fourth 
tate get into the wrong hands. 
et, in their particular way, these 
ells are just as powerful and just 
s potentially dangerous as atomic 
ower.” 

This is why, reasoned Mr. Smith, 
dvertising must develop its con- 
lence into an aggressive, driving 
ree. Advertising men must real- 
ve that they are members of the 
urth estate exercising a freedom 
nd a responsibility as definite and 
eal as that of any editor or pub- 
Isher, 

“There should be no gulf be- 
veen advertising men and news- 
paper men,” he said. “Their fields 
re too closely associated. Their 
nd objectives have too much in 
ommon. Their joint responsibili- 
les are ‘Truth in Advertising’ and 
leadlines justified by the news 


William Esty 
will start a test campaign 


| one market. 


News- 


is safer than it ever was, despite 
a recent series of crashes. Yet no 
airline protested this headline, 
much less threatened to cancel its 
advertising. 


An Enormous Opportunity 


“IT become mildly nauseated 
when I hear the constant droning 
‘of a few maladjusted characters 
on the subject of a ‘kept press.’ I 
i|know from first hand experience 
| that such charges constitute so 
/much balderdash. 

“Advertising has an enormous 
opportunity to give articulation, 
meaning and direction to our dem- 
ocratic processes and our free en- 
terprise system by placing the 


every Biorics underneath. emphasis where it should be. But 
/advertising cannot undertake this 
Book- Raps All Jingoism assignment on the assumption that 
lt help “Failing to live up to these re-|the public is a jerk. The proposi- 
: bonsibilities, they are guilty of ‘tion must be that advertising has 
xperl- Bingoism. Guilty of ringing a bell |a much bigger job than merely to 
u, giv- t says ‘come and get it,’ but |sell merchandise. Advertising must 
: the public answers the bell, |sell the very economic system 
youre Bhere’s no meat, and they get a|which makes possible the sale of 
ighest ‘ instead. merchandise through advertising.” 
istrative of a type of jingo- —— ee 

out on at worries me is an example | Luer Packing to Miner 
ee Cen Rewspape: Not long) [Luer Packing Company, Los An- 
‘80 | saw a 72-point headline in | geles, has appointed Dan B. Miner 
he of our first editions: Four Air- | Agency, Los Angeles, to handle its 
y Crash, 51 Killed, 22 Injured. | advertising. The agency is pre- 
ALIT eading through the story I | paring a campaign to introduce a 
nd that three people had been | line of specialty canned meat 
INC. killed in the U. S., six in Brazil products in the 11 western states. 
And the rest in far-off China. | Media include Family Circle, Sun- 
iryland is is jingoism. I think some set Magazine, Western Family, and 
prod, go . a schedule of 26 insertions in 
proce 44 <-ringers should point out that| major newspapers in principal 

»resent-day air travel in the U. S. | cities. 


| 


| throughout the country. 


ition over the previous year also 


Drug Store Sales 
Hit Record High 


New YorK—Drug_ store sales | 
totaled $3,579,000,000 in 1946, up 
18.4% over 1945, according to esti- 
mates by Drug Topics, based on 
reports sent to that publication by 
a cross. section of druggists 


| 
| 


Not only did total sales hit an 
unprecedented peak, the publica- 
tion says, but the rate of accelera- | 


increased. In contrast to the 1946 
gain of 18.4% over 1945, the °45 


New York — Pharma-Craft Corporation, which recently appointed | | 
& Co. to handle advertising for its Obay hair tonic, 
in eight markets in February. 
| papers will be the principal medium, with a radio sports program in 


Kansas City Paper 
Carriers Strike 
for Recognition 


Kansas City, Mo.—The Kansas 


|\City Star and Times were shut| 


down last week by a strike of 
carriers seeking recognition as 
union employes. The strike began 
Jan. 17 after the two newspapers 
refused to deal with the contract 
carriers as employes. The carriers 
are individual contractors, the 
papers say. 

Pressmen, compositors and 


to the three-week shutdown of 
St. Louis newspapers in August, 
1945. 


; 44 ; 15%. and | That strike ended when St. 

a ae prietecel me — 43° anc | Louis publishers purchased the 

06% ee See was | carriers’ delivery route rights and 
. O- 


The publication’s estimates of 
total drug store sales for the past 


six years: 

ee ee $1,821,000,000 | 
__. SERS Cr ee 2,185,000,000 | 
. . Se eee 2,588,000,000 
MO, Sawa vedias 2,811,000,000 
ee 3,023,000,000 
BI. x 440s cana 3,579,000,000 


National Broadcasting Company 
broadcast a half-hour “salute” and | 


‘gave a dinner in New York Jan. 


23 honoring Westinghouse stations 
KDKA, Pittsburgh; WBZ, Boston, 


then bargained with the carriers 
as members of the AF of L Paper 
Carriers Union. 


Seven Name Sebrell 


J. B. Sebrell, Los Angeles, has 
been named to direct the advertis- 
ing of Sun Industries, Midwest 


|\Supply Company, Norma Doe of | 
California, Sleep-E-Z Mattress} 


Company, Birch-Regal Pipe Com- 


NBC Salutes 3 Outlets [com Beddingcraft of California, 


‘and Wilson Dolly Company. 


To Western Advertising 
Da-Lite Screen Company, Chi- 


and KYW, Philadelphia, on their! cago, manufacturer of projection 
20th year of affiliation with the screens, has placed its advertising 
network. NBC President Niles with Western Advertising Agency, 


Trammell presented commemora- 
tive plaques to the stations’ man- 
agers. 


Chicago, effective April 1. Con- 
sumer, specialized and trade pub- 
lications will be used. 


food, of which about 564,239,000 
were Grade A, 18,427,000 Grade B 
and 885,591,000 Grade C. “During 
the same period about 285,000,000 
icans of fruit were sold graded 
‘fancy’ or ‘choice.’ ” 


Court Bars Label 
of 30-Day Whisky 


Hartrorp—The Connecticut Su- 
preme Court last week refused an 
lappeal of American Distilling 
| Company from a common pleas 
court ruling denying the distiller 


a writ to compel the State Liquor 


|stereotypers have refused to cross|Commission to register and ap- 
| the carriers’ picket lines. The dis- prove the company’s “Private 
|pute is similar to that which led | Stock” whisky brand—for a 30- 


'day old whisky. 

The common pleas court, de- 
scribing the labeling, said: “The 
front label .. . carried the words 
| ‘private stock whisky’... ‘A su- 
'perb quality whisky of excellent 
character and distinctive flavor.’ .. 
| “The back label was printed on 
|gold and white paper... at the 
‘bottom .. . appeared the legend— 
| ‘Whisky colored and flavored with 
,}wood chips. Eighty proof. This 
whisky is less than one month 
old.’” 


To McNeill & McCleery 
McNeill & McCleery, Los An- 
geles, has been appointed by Sta- 
tion KMPC, Los Angeles, to con- 
duct its advertising program for 


1947. 
Promotes Trimbach 

Frank Trimbach, account ex- 
ecutive, has been appointed copy 
chief of O’Neil, Larson & Mc- 


Mahon, Chicago agency. 
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SELLECTIVE 
HOME FURNISHINGS 


No single magazine—no single newspaper 
can adequately cover the 4 great divisions 


of the home furnishings market. 


Each of these 4 divisions is a highly spe- 
cialized field with its own manufacturing 
and merchandising problems—its own sales 
techniques—its own buyers—its own retail 


selling staffs. 


And serving each major division of this great 
market is a specialized Haire merchandising 
paper—the acknowledged authority in its 
particular field. 


Each Haire home furnishings paper gives 
its respective buyer-readers the construc- 
‘tive, helpful, specialized service they need 
and want. 


And to advertisers it gives concentrated, 
selected, responsive readership for direct, 
productive, efficient advertising. 


To reach your division of the vast home fur- 
nishings field, pick the magazine that is de- 
voted exclusively to the products you make. 


HOUSE FURNISHING REVIEW (since 1392) 


is geared specifically to the needs of the housewares 
and appliance market. It provides intensive cover- 
age of department stores, house furnishing stores, 
furniture stores, hardware dealers, chain store buying 
headquarters, mail order houses—and the manufac- 
turers and wholesalers serving the house furnishing 
trade. Carries more advertising than any publication 
in this specialized field. 


or 


HOME FURNISHINGS MERCHANDISING 


(since 1901) is devoted entirely to the merchandising 
of furniture and furnishings for the living rooms, din- 


ing room and bedroom. Its unique editorial service 


has won the enthusiastic response of the specialized 


buyers of these products, from coast to coast. Distinc- 
tive, constructive, analytical, it coordinates—and pro- 
vides accurate interpretation of trends and complete 
up-to-the minute coverage of all that is new and im- 
portant in this highly specialized and difficult mer- 


chandising field. ” 


LINENS AND DOMESTICS (since 1926), the 


only -_ specialized publication devoted exclusively to 


the great linens and domestics markets. Reaches 
linens and domestics buyers in leading department 
stores and the better specialty shops, wholesalers, 
resident buying offices and chain stores, coast to coast. 
A “must” for advertisers who want to reach the 
buyers in this $400,000,000 market. 


COVERAGE OF 


I CROCKERY 
| GLAS Sm 


BUYER 


CROCKERY AND GLASS JOURNAL .. 


1874), the specialized authority on china, glass 
giftwares. It provides practical merchandising 
formation and inspiration. It is read and studie; 
buyers in department stores, gift shops, chain « 
and leading specialty shops in this specialized { 


It carries more china and glassware advertising | 


all the competing papers combined. 


Reach the buyers you need, reach all you ne 
without waste circulation, without waste expe 


Send for complete fact folders. 


more effective because they're more sellective 


THe 4 


HAIRE PUBLISHING COMPANY, 1170 BROADWAY, NEW YORK 1, New York * Boston * Pittsburgh * Chicago * Detroit « St. Louis * Los Angeles * Atlanta * Londo 
Also Publishers of: CORSET AND UNDERWEAR REVIEW © FASHION ACCESSORIES © INFANTS’ AND CHILDREN’S REVIEW * NOTION AND NOVELTY REVIEW © LUGGAGE AND LEATHER G00? 
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